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The former Marine turned Los ‘Angeles jewelry 
designer and boutique cigar artist stepped away 
from tobacco for a few moments...but came 
tight back in a new Room101 collaboration with 
Caldwell Cigar Company. 
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CIGARMAKER Q&A, 

Yet More Room 

Founded in 2003, Matt Booth's 
Room101 started (and still remains) 
in jewelry, branched into (and briefly 
left) premium cigars, and has now 
added craft gin to its fold 

By Frank Seltzer 


CIGARMAKER UPDATE 
Camp Camacho Factory 


Excursion Returns 
Oettinger Davidoff revives the 
Camacho Honduras tour experi- 
ence and it's better than ever. 
Staff Report 


RETAIL SPOTLIGHT 
Thompson Cigar Co.: 
Unique Among 


Cigar Businesses 
Staff Report 


REGULATION FOCUS 

Selling Tobacco Online? 
Know the Law 

How smart retailers can avoid the 
legal pitfalls for remote sales. 

By Bryan Haynes 


CAA INSIGHT 

Pipe Tobacco Council: 
Up to the Challenge 

The FDA Deeming Regulations 
have put disproportionate burdens 
on the pipe tobacco industry and 
traditional pipe tobacco retailers 


By Craig Williamson 


NATO NEWS 

Key 2017 Tobacco 
Legislation Outcomes 

A look at the outcomes of the most 
relevant state and local tobacco 
legislative initiatives in 2017. 

By Thomas Briant 
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HHS Reboot: A Second Fresh Start 
at the Agency that Oversees the FDA 


ike so many aspects of the current White House cabinet, getting a solid 
L= on the shifts in policy trade winds over the past year has been any- 
thing but easy. 

In the arena of tobacco regulation, a new, and largely unknown variable, 
has recently been put in place with the confirmation of President Trump’s latest 
Health and Human Services (HHS) Secretary, Alex Azir. Azir is the President's 
second pick for this position in under a year, following the resignation of Tom 
Price in late 2017. Azir’s positions on tobacco control are largely unknown. 

The Food & Drug Administration (FDA) is one of 11 operating divisions 
that make up the HHS, while an additional 14 offices fall under the HHS Office 
of Secretary. As such, tobacco regulation counts for only a fraction of Azir’s 
ultimate responsibilities. 

One thing that is known, however, is that Azir is already knowledgeable 
about the inner workings of the agency he now leads, having served as the 
number two official at HHS during the George W. Bush administration, and 
also having previously serving as its general counsel. That scenario mirrors to 
some degree President Trump’s current FDA Commissioner, Scott Gottlieb, 
who had served as Deputy Commissioner for Medical and Scientific Affairs at 
the FDA from 2005 to 2007, among numerous other federal government roles, 
so thankfully both men are qualified and experienced picks for their duties— 
not always a given under the current administration. 

Indeed, most of the tobacco policy changes to date under the Trump admin- 
istration have come at the FDA level itself, but the strategic goals of the HHS. 
are clearly at play, as illustrated from this passage from Objective C: Advance 
the regulatory sciences to enhance food safety, improve medical product devel- 
opment, and support tobacco regulation from the current HHS strategic plan: 





The Family Smoking Prevention and Tobacco Control Act (P.L. 111-31) 
aims to reduce the morbidity and mortality from tobacco use, including the 
important goal of preventing children and youth from ever starting to use 
tobacco, Within HHS, NIH and FDA have formed an interagency part- 
nership to foster tobacco regulatory research, using NIH infrastructure for 
the solicitation, review, and management of research, and FDA resources, 
authority, and expertise in tobacco regulatory science. CDC and FDA have 
‘formed an interagency partnership to enhance tobacco-related surveys in the 
United States and to conduct laboratory science. 


Last summer, Gottlieb delayed application deadlines on newly deemed tobacco 
products including premium cigars and vape products, and announced that 

the FDA would take steps to regulate nicotine levels in combustible cigarettes 

to render them “minimally or non-addictive.” It’s a major shift, and as The New 
York Times wrote, it’s a “marked departure from the White House's rejection of 
evidence on climate change and its stated zeal for deregulation,” noting that “The 
Food and Drug Administration is turning out to be the odd agency defying cor- 
porate interests.” For IPCPR members, the shifts could portend a more reasonable 
approach to cigar and pipe tobacco regulation as FDA re-evaluates portions of 
the Deming Rule and reviews additional rounds of comments and data. 


Ted Hoyt, Editor 
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RolldYou has been a rolling paper specialist since 1910. 
producing customized products in a full line of sizes. You can 
choose from over 30 different cigarette paper grades, which 
on request are available in various colours, as well. Like white 
paper, from nearly transparent to fully white, but also pink 
paper and natural unbleached paper from wood fibres as well 
as from textile fibres. Other colours are possible and will be 
developed together with you to your specification. 


Low basis weight cigarette papers are recommended to 
be embossed. Embossing enhances the transparency 

your smokers are looking for in low weight paper grades 
Additionally, your brand is easily identifiable and recognisable 
thus protected against possible misuse. Your design on the 
paper can communicate your brand whilst giving the paper a 
seal of quality and authenticity 





The embossing design is applied, after slightly moisturising 
the paper with steam, by an embossing cylinder under 

@ pressure of up to 200 kPa at temperatures around 110°C. 
The finishing touch comes from adjusting the speed — with 
sensitivity and great care, we ensure your embossing design 
is optimally tailored to your specific design needs and the 
paper grade selected 


Your brand's rolling papers can be further customized by, 
for example, a printed first leaf in the booklet, or an interleaved 
run-out-slip: a signal leaf, informing the smoker how 

many leaves are remaining in the booklet. Various other 
customisations are available. We would be more then happy 
to share our experience and expertise with you, to tailor 

your brand of booklets to your smokers’ specific preferences 
and needs 
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>>>TRENDS & TRENDSETTERS 
IN TOBACCO RETAILING 
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> Scandinavian Tobacco Group Acquires Thompson Cigar, 


Major Online Cigar Retailer with Flagship Retail Store 


COPENHAGEN—Scandinavian Tobacco Group 
(SGT) signed an agreement on Jan. 31 to 
acquire Thompson and Co. of Tampa, Inc. in 
a $62 million cash deal, which is expected to 
take place by the end of March 2018. 
Thompson is a leading online cigar retail- 
er in the U.S. market, where SGT estimates 
approximately two thirds of all handmade 


was founded in 1915 and is 
based in Tampa, Fla. It has 
annual net sales of $100 million 
and 185 employees. 

In a statement announcing the deal, 
STG said that Thompson provides the com- 
pany with access to a substantial and attrac- 
tive customer base, auction, and retail web- 
sites as well as a retail store and a call center 
facility in Tampa. In addition, a search of 
live trademarks owned by Thompson Cigar 
revealed a trove of nearly 90 cigar house 
brands of cigars owned by the firm 

“| am pleased to announce this acqui- 
sition which strengthens our position in the 
online retail channel in the U.S.," said 
Niels Frederiksen, c.e.0. of Scandinavian 
Tobacco Group. “Our existing U.S. online 
retailer, Cigars International, will—in combi- 
nation with Thompson—be able to deliver an 
unmatched range of premium cigars at the 
highest level of service to...U.S. consumers. 
At the same time, we foresee significant cost 
synergies to the benefit of our customers 
and shareholders.” 





Cigars International, which is based in 
Bethlehem, Pa., already holds the domi- 
nant position in U.S. online cigar sales, and 
operates three brick and mortar locations in 
Bethlehem and Hamburg, Pa 

Bob Franzblau, c.e.0. of Thompson, said, 
“Having spent 58 years making Thompson 
Cigar one of the most respected mail order 






cigars are now sold online. A fam- ALE businesses in the country, it is 
ily-owned business, Thompson ©1915 7 now time to hand over the reins 
1" viv 
THOMPSON 
<8C 0, INCZ 
2 part of Scandinavian Tobacco will 


to a new owner that can contin- 
ue to serve the longterm inter- 
est of the company. Becoming 








ensure an exciting future of opportunity for 
our employees, customers, and suppliers.” 

SGT said the acquisition is expected to 
deliver “material synergies” and "scale ben- 
efits” with the margins of the combined busi- 
nesses over time being lifted towards Cigars 
International's existing level. Thompson is 
currently operating with low single digit earn- 
ings before interest, taxes, and amortization 
(EBITDA), according to SGT. The acquisition 
is expected to have a positive impact on the 
group's adjusted EBITDA during 2019. 

Scandinavian Tobacco Group A/S produc- 
es and sells 3 billion cigars and 5,000 tons of 
pipe and fine-cut tobacco annually and holds 
market-leading positions in the machine- 
made cigar market in Europe, the handmade 
cigar market in the U.S., the online and 
catalog retail sales of cigars in the US., the 
traditional pipe tobacco market globally, and 
in selected fine-cut tobacco markets. 





TRENTON, N.J.—A bill authored by 
Democratic New Jersey assemblyman and 
licensed physician Herb Conaway to ban the 
sale of menthol flavored by amend existing 
state to include menthol to the state's list of 
prohibited flavored cigarettes was advanced 
by the state's Assembly Health and Senior 
Services Committee, which Conaway chairs, 
on a 7-3 vote. The bill would also update 
the list to include clove cigarettes. Although 
the bill heads to the Appropriations 





> New Jersey Advances Menthol Cigarette Sales Ban Bill 


Committee for further consideration, as of 
press time similar legislation had not yet 
been introduced in the state Senate. 

Conaway argues that menthol cigarettes 
should have been outlawed in 2009 when 
the U.S. Food and Drug Administration 
banned cigarette manufactures from selling 
flavored products, but exempted menthol. 

State officials have estimated that 
roughly $750 million in tax revenue is gener- 
ated annually from tobacco sales. 


2017 Holiday 
Sales Were Up 


The final seasonal holi- 
day sales survey by the 
International Premium 
Cigar & Pipe Retailers 
(IPCPR) Association of its 
U.S. retail members for 
2017 showed holiday sales 
levels at the country’s 
premium tobacco shops 
between December 18 and 
24 exceeded levels from 
the same period in 2016. 

IPCPR’s first 2017 
holiday season survey, 
which was conducted 
after Thanksgiving week- 
end showed, that 56% of 
IPCPR members reported 
improved sales volumes. 

The latest survey, cov- 
ering the week before Dec. 
25, shows that the holiday 
sales season finished just 
strongly as it started with 
55% of member retailers 
reporting improved sales 
volumes. In all, 96 domes- 
tic U.S. retailer members 
responded in the new 
survey, up from the 68 who 
participated at the end of 
November. Participants 
included single store opera- 
tors and owners of multiple 
retail outlets. 

Among the respon- 
dents, 55% reported 
improved sales volumes 
year over year; 27% report- 
ed drop-offs; and 18% 
reported similar sales levels 
compared to 2016. 

While the typical 
tobacconist reported only 
modest increases in store 
traffic, the average custom- 
er spent more than in the 
2016 holiday rush. 
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HALF THE WEIGHT. HALF THE PRICE. TWICE THE SMOKE. 
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P Casa de Montecristo Purchases 


Florida’s Tampa Humidor Retail Shops 
FORT LAUDERDALE, FLA—Casa de Montecristo LLC, a unit 

of Tabacalera USA, has acquired Florida-based Tampa 
Humidor, making the existing upscale Tampa cigar lounge— 
and a new location under construction —the 18th and 19th 
brick and mortar cigar lounges for the business. Tabacalera 
USA is the U.S.-based premium cigar operations of British 
tobacco company Imperial Brands PLC 

The current Tampa Humidor store is located on Busch 
Boulevard in Tampa and serves a wide selection of beer, 
wine, and premium cigars. The store under construction and 
expected to open in April is located on Howard Avenue and 
will also include a full bar with beer, wine, and spirits. Both will 
be named “Casa de Montecristo by Tampa Humidor.” 

Mike Howe, Tampa Humidor's founder and former owner, 
has joined the Casa de Montecristo team, bringing several 
years of cigar expertise and a wealth of knowledge, said Steve 
Lochan, c.e.0. of Casa de Montecristo. Howe first entered a 
partnership agreement with Casa de Montecristo several years 
ago, but now the Tampa locations are officially owned by Casa 
de Montecristo. Howe first started the business as an Intemet- 
based accessory retailer from his home in 2002 


“We are thrilled with acquisition of the Tampa Humidor 
lounges and www.TampaHumidor.com,” Lochan said. “Mike 
Howe is a great visionary and has built an incredible opera- 
tion with his brick and mortar business, e-commerce site and 
new location on South Howard. Moreover, the team at Casa 
is proud to have Mike Howe onboard as we continue moving 
toward our goal of being the premium cigar lounge desti- 
nation delivering the highest quality selection, service and 
experiences for all adult cigar smokers," Lochan said 

Tampa Humidor's website was quickly consolidated into 
another retail unit of Tabacalera USA, SeriousCigars.com, 
which was acquired in 2016. 

“lam very excited about joining the Casa de Montecristo 
team," said Howe. “CdM's acquisition is definitely going to 
elevate the adult cigar smoker experience for many in the 
Tampa Bay area. It will be a winning combination for many 
years to come.” 

The Casa de Montecristo program was first introduced in 
2008 and includes company-owned stores and license-based 
partnerships with some of the country’s top established 
premium cigar retailers. The moniker is considered only for 
premium cigar stores and lounges that exemplify the luxury, 
quality, and lifestyle associated with the Montecristo brand. 
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Exclusive Manufacturer and Distributor of Tommy Bahama Luxury Cigar Accessories & Island Lifestyle Cigars 
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SURGEON GENERAL'S WARNING: 
Smoking Causes Lung Cancer, 
Heart Disease, Emphysema, And 
May Complicate Pregnancy. 
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> Swedish Match Showcases “The Future 
of Nicotine” at Chicago ZYN Shop 


cHICAGO—Swedish Match North American has completely 
re-branded its former General snus pop-up shop in the Lincoln 
Park area of Chicago to showcase the company’s ZYN nicotine 
pouches, a smoke-free, spit-free, and tobacco leaf-free expe- 
rience following a successful roll-out of the product in 11 west 
coast states in 2016. 
The temporary shop offers a full selection of ZYN prod- 
ucts and ZYN-branded merchandise, a listening lounge that 
houses vintage and new vinyl, and headphone stations. 
Complementary coffee, Wi-Fi, and modern communal work 
spaces are also available, making 
it an ideal spot for those looking 
for a break from loud, crowded 
coffee shops. The store is open 
Tuesday through Sunday to adults 
21 and older, and will remain 
open until June 2018. 

The 1,000-square-foot shop, 


MISSOURI MEERSCHAUM explains Swedish Match, is “dedi- 
CORN Ceri) 34 PIPES cated to showcasing the future of 
nicotine. ZYN provides a smoke- 


free, spit-free and tobacco leaf- 








* Wide selection of popular styles free experience. 
: s “ZYN has performed excep- 
* Quality old world craftsmanship tionally well out west, and now, 


we're thrilled to introduce 
Chicago to the future of nicotine,” 


SST sselo) atele Motele ds (ovale m Cotjeteles 


said Ryan Ganley, senior brand man- 
ager for ZYN. “Users can skip the 
smoke breaks, creating a cleaner and = 








— better experience that can be enjoyed 
oun Cob Pipes virtually anywhere.” 
ZYN combines nicotine salt, filler, and flavoring and is dis- 

creetly placed in the upper lip to deliver tobacco-like satisfac- 
tion without smoke or spit. The product comes in six flavors, 
including cool mint, wintergreen, cinnamon, peppermint, spear- 
mint and coffee. All flavors are available in two strengths—3 


586 
Corn 


400 W. Front Street + PO Box 226 
Washington, MO 63090 + 800-888-2109 


ipes@corncobpipe.com 
Pipes@ Be and 6 mg of hiestirie—to providewusers ari added level of core: 


trol over their experience 
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Offer your customers the luxury of time and 
money well spent. Premium cigars in sizes from 

10 minutes to 2 hours. A smooth afforable premium 
cigar with hte taste for their time to themselves. 
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— 
TROUTIOS 
snp 
i 
Premium aged Sumatra Wrapper 
around aged Olor San Vicente filler. 
wa 
FULLFLAVOR 
Packs of 20 in cartons of 10. Made in the U.S.A. 

Callus at 702-418-3700 
e-mail info@bmelic.us 
Learn more about us at www.bmellc.us [= 


Bahama Mamas Cigars. Las Vegas, NV 89118 


© 2017 Bahama Mamas Cigars BMC_ADAC_SMSH-PAC Feb-Mar-18, 
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P Quality Importers Trading Company Acquires Xikar, Inc. 


WESTON, FLA.—Quality Importers Trading 
‘Company, with the involvement of Svoboda 
Capital Partners LLC, has acquired Kansas 
City, Missouri-based Xikar, Inc., creating the 
largest accessory supplier to the premium 
cigar trade. Xikar co-founders Kurt Van 
Keppel and Scott Almsberger will continue 
to run Xikar’s operations as minority part- 
ners in the new enterprise, and will assume 
executive vice president roles at Quality 
Importers respectively, Both will report to 
Michael Cellucci, who will continue as pres- 
ident and chief officer. Mike Giordano will 
remain as chief executive officer. 

The Xikar acquisition is the largest such 
transaction for Quality Importers since the 
firm was established 18 years ago. 

“This is a transformational event in 
the cigar accessory category, creating an 
industry-leading partnership with enor- 
mous growth potential in existing and new 
markets,” said Giordano in a statement 
announcing the deal. "Unlike all of our 
previous acquisitions, Xikar contributes a 
coordinated and experienced team of pro- 
fessionals, as well as a set of high quality, 
branded products and services, altogether 
enhancing the value proposition for our 
retail partners. The pure enthusiasm we 
have witnessed from Kurt and Scott to 
join the Quality Importers team has been 
inspiring for all of us. As with all transitions 
of this kind, there is much work to be done, 


and we will keep our focus on executing in 
the most effective manner for our custom- 
ers and employees.” 

Giordano confirmed his company will 
continue making additional strategic acqui- 
sitions to fulfill its mission “to be the most 
comprehensive supplier of smoking acces- 
sories in the industry worldwide.” 

Van Keppel added that the deal will 
expand the global reach of both companies’ 
products and services. 

Quality Importers president Michael 
Cellucci called the deal a “perfect mar- 
riage,” leveraging the strong brand posi- 
tioning of Xikar, and full services of Ql. “Our 
goal,” Celluci stated, “is to deliver a single 
all-encompassing solution to our retail part- 
ners focused on aggressive sales planning, 
innovative product development, and out- 
standing customer service.” 

Quality Importers Trading Company, Inc. 
is a leading source for product and service 
procurement, from general importing and 
distribution to fully customized solutions. 
The company caters to retailers, distributors, 
and manufacturers. Through a collaborative 
relationship, the company aims to become 
a strategic business partner with the firms it 
does business with, helping maximize their 
performance and growth. It provides pre- 
ferred products and tailored solutions, from 
order fulfillment to product customization, 
warehousing inventory, and more. 





TAMARAC, FLA.—Gurkha Cigars has decided 
not to acquire American Caribbean Cigars 
and has announced that the company will 
instead build its own 100,000 sq. foot factory 
for the manufacturing of its premium cigars. 
This is expected to be a two-year project as 
locations are being scouted 

Gurkha had announced it was acquiring 
American Caribbean Cigars out of Esteli, 
Nicaragua and the factory was set to be 
the company’s first proprietary factory. The 
acquisition was to be complete by the first 





> Gurkha Cancels American Caribbean Cigars Acquisition; 
Announces Intent to Build Own Cigar Factory Instead 


quarter of 2018, but the deal has since fallen 
through and will not proceed. In reviewing 
the situation, Gurkha says it was determined 
it would make more financial sense for the 
company to build its own factory. 

American Caribbean Cigars produces 
cigars for a number of other companies, and 
has been producing cigars for Gurkha since 
2012. Gurkha Cigars sells millions of cigars 
annually in more than 70 countries worldwide, 
spanning 250 brands in a variety of strengths, 
tasting profiles, and price-points. 





> Arturo Fuente, the 
oldest family operating in 
the Dominican Republic's 
Santiago Free Zone, broke 
ground there on Jan. 17, 
2018 for a new Arturo 


Fuente Box Factory. This 
state-of-the-art 69,000 sq. 
foot facility will be the home. 
of many “new and exciting 
projects," according to a 
company statement. 


> The Fuente and Newman 
families announced that 
Fuente & Newman Premium 
Cigars Limited Inc. has 
been renamed the Arturo 
Fuente Cigar Company 
effective Jan. 22, 2018. 
“When my grandfather 
founded our family busi- 
ness in 1912, he called it 
the Arturo Fuente Cigar 
Company," said Carlos 
Fuente, Jr. “I am very 
pleased that Arturo Fuente 
cigars will once again be 
sold in the U.S. by a com- 
pany bearing our original 
name.” Formed in 1990. 

as FANCO International 
before becoming Fuente 

& Newman in 1995, the 
company distributes Arturo 
Fuente cigars to cigar 
retailers in the U.S. Only the 
company’s name is chang- 
ing; its structure and opera- 
tions will remain the same. 
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When you remember life’s important moments, 
you'll remember a Padrén. 


Padrén smokers have shared with us zg times is our singular motivation, those moments 
shared with family and friends. The Padrén Family 
n distinguished by smoking one of our cigars. thanks you for your continued loyalty and trust 


of special moments in their lives that have 


Striving to cr 75 worthy of such special in the Padrén nar 
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P Royal Agio Cigars U.S.A. 
Headquarters, Distribution Now Open 


BRADENTON, FLA—Drew Estate and Royal Agio Cigars formally 
announced the opening of the Royal Agio Cigars U.S.A. head- 
quarters in Bradenton, Fla. 

The two companies had joined forces global- 
ly on April 1, 2014, with Drew Estate distribut- 
ing Royal Agio Cigars’ products in the United 
States, and Royal Agio distributing Drew 
Estate products in key European markets, such 
as Holland, France, Belgium, and Germany. As 
part of Royal Agio Cigars’ strengthening commit- 
ment to the U.S. market and related establishment of their new 
U.S. headquarters, the two companies ended the U.S. distribu- 
tion agreement on December 18, 2017. The existing distribu- 
tion partnership in Europe will continue uninterrupted. 

As of December 18th, Royal Agio Cigars U.S.A. now direct- 
ly manages all U.S. corporate functions, including distribution, 
sales, and marketing from the Bradenton office for its key 
handmade brands—Balmoral Anejo XO—and premium cigaril- 
lo brands— Panter and Mehai 

George Margioukla, president of Royal Agio U.S.A., 








commented, “Since the official commencement of the U.S. 
distribution partnership between Royal Agio Cigars and 
Drew Estate on April 1, 2014, we have been honored to 
be part of the Drew Estate family. We are grateful for the 
enthusiastic support and significant contributions 
made on behalf of the Drew Estate organization 
that have helped improve distribution and 
awareness for our premium cigar brands over 
the past three and a half years. Thanks in 
large part to these efforts, Royal Agio Cigars 
is now in a position to strengthen our U.S. pres- 
ence and enhance direct support for our highly-val- 
ued trade partners and consumers.” 
Glenn C. Wolfson, c.e.0. of Drew Estate, added “We are 
..excited to continue to work together in The Netherlands, 
Germany, Belgium, France, Luxembourg, Austria, Italy, and 
Lithuania. Our partnership has been crucial in many strategic 
focus areas in our company histories and it stands the test of 
time and change.” 





Royal Agio Cigars U.S.A., 1812 44th Avenue East, Bradenton, 
FL 34210, Tel: (941) 896-6969, Orders@agiocigarsusa.com. 





> Personnel Moves 


> Sutliff Tobacco, a Mac Baren company, announced that 
effective March 1st, Phill Green, president, will step down and 
assume the role of chairman and Jeremy McKenna, CFO, will 
take over the role of president. Green was brought in by Mac 
Baren in February 2015 to restructure and turn around their USA 
business. McKenna, who previously held positions in manufac- 
turing industry, joined Sutliff in May 2015 and has been a key 
member of the team in the successful transformation of Sutliff. 


> Jim Young, president of Davidoff North America, will take 
on the additional responsibilities of the newly created execu- 
tive position of chief commercial officer 
at Oettinger Davidoff AG. In his new 
role, Young will “help drive sales excel- 
lence and share best practices across 

all markets," and will relocate to Basel, 
Switzerland and report to company c.e.0. 
Beat Hauenstein. The company's Europe 
& global travel retail, Asia, and North 
America business units will closely work 
together and report to Young, who will 
continue to retain his current responsibilities as president of 
Davidoff North America. 

Dylan Austin, 36, has been named vice president of sales 
and marketing USA at Davidoff of Geneva USA. Austin steps 
into this dual role from his current position as vice president of 
marketing, and will lead strategic and day-to-day oversight of 
the company’s sales organization and key account team, while 


Young 








retaining marketing responsibility for Avo, Camacho, Baccarat, 
Cusano, The Griffin's, and Zino Platinum. Austin replaces Jeffrey 
Lee, who has held the position for over 22 years and is retiring 
from the company. 

Richard Krutick has been named Davidoff of Geneva's new 
vice president of marketing & retail in the USA. He will contin- 
ue to serve in his previous role as vice 
president of marketing for several brands 
including the company’s flagship Davidoff 
brand and S.T. Dupont, while taking on 
the additional responsibility of overseeing 
and growing the company’s retail stores, 
e-commerce site, licensed boutiques, and 
strategic partnerships. 

Edward Simon, who previously 
headed up the Oettenger Davidoff’s 
‘Swiss wholesales business, has been named the new leader of 





Krutick 


global marketing & innovation. Simon has taken over the role 
from Charles Awad, who will be leaving the company. 


> 22nd Century Group, Inc. has hired James E. Swauger, 
Ph.D. as senior vice president of science and regulatory affairs. 
Swauger was previously the leader of the scientific and regu- 
latory functions at Reynolds American Inc., where he served in 
various positions of significant scientific and regulatory respon- 
sibility since 1993. From 2008 through 2016, while serving as the 
v.p. of regulatory oversight, Swauger managed the creation, 
submission, and oversight of numerous scientific applications 
and regulatory filings with the FDA and other federal, state, and 
local regulatory agencies. 
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> Down & Back Named U.S. Distributor 
of Porsche Design Accessories 


iami—Down & Back, LLC, the parent company and distri- 
bution arm of Caldwell and La Barba Cigar Companies, has 
announced that it will shortly begin selling Porsche Design 
smoking accessories in the U.S. The company reached the 
agreement this summer with Sam Wong, the license holder 
of the Porsche Design brand accessories. Wong has carefully 
spent the last 10 months planning and building the new line 
of accessories. For the time being, the line will include several 
models of lighters and cutters, with the possibility of more 
accessories on the horizon. 

“Porsche Design is a special brand,” said Robert Caldwell, 
president of Down & Back, in a statement. “It is a brand that 
transcends the cigar industry and pushes the limits of design 
and creativity. We are very proud to have this opportunity.” 

Porsche Design will be distributed to a select number of 
partner stores. Down & Back has spent the last month securing 
its first partners, who will be receiving these products within the 
coming weeks as part of a ‘beta’ launch, Porsche Design will 





be adding beautiful displays and 
in-store collateral material through 
the coming months. 

Porsche Design was founded 
in 1972 by Ferdinand Alexander 
Porsche, the creator of the Porsche 
brand. It was built as a brand that 
would continue to develop and 
produce products with the same 
creative, limit-pushing energy that brought Porsche to the 
spotlight of sports car design and racing. 

“Porsche Design has never been a company concerned 
with high-volume sales,” the firm states, adding it seeks only 
to produce high-design products that are functional and user- 
friendly. The company produces an eclectic spectrum of prod- 
ucts including eyewear, time pieces, luggage, personal audio 
equipment, and The Porsche Design Tower in Miami, Fla 





Down & Back LLC, 164 NW 20th St, Ste. 105, Miami, Fla. 
33127, Tel: (786) 452-8340, Email: info@caldwellcigars.com, 
Web: caldwellcigars.com 





P Crowned Heads Appoints Brigham 
Enterprises as Canadian Distributor 


ONTARIO—Nashville-based Crowned Heads announced it has 
signed an agreement with Brigham Enterprises, Inc. for distri- 
bution of key brands in Canada. 

“We've been interested in the Canadian market for some 
time now, as we receive a good amount of inquiries and con- 
sumer interest via phone, email, and social media,” said Jon 
Huber, co-founder Crowned Heads, in a statement. "To this 
point, we've been patiently waiting for the right fit in terms of 
distributors, and we are con- 
fident that Brigham will do 
an excellent job representing 
our brands and the Crowned 
OE Heads ethos in Canada.” 

Daniel More, president of 
Brigham Enterprises, antic- 
ipates building widespread 
ity trade and consumer reach 


Comix, 
MING 300% 
* ronacconts* throughout its territory. 


NEAR YO 


iears 


in the Canadian boutique tobacco business will provide the 
opportunity for consumers and retailers to purchase Crowned 
Heads cigars in every neighborhood tobacconist in Canada,” 
said More. “Crowned Heads’ portfolio of products offers 
unique flavor profiles missing in many other brands; Canadian 
cigar enthusiasts are going to love Crowned Heads.” 
Distribution is slated to begin in May with three Crowned 
Heads brands initially: Four Kicks, Le Caréme, and Jericho Hill 
Established in 1906, Brigham developed the Brigham dis- 
tillator system in the 1930s to drastically reduce tongue bite 


“Brigham’s extensive reach 
as a distributor and marketer 











Maya Selva Cigars Names 
Adin Pérez Master Blender 


> Adin Pérez, produc- 
tion manager at Maya 
Selva Cigars’ San Judas 
Tadeo factory in Danli, 
Honduras, has been 
named the company’s 
new official blend mas- 
ter. Pérez was born and 
raised in Cuba, and his 
family members have 
worked with tobacco 
for generations. Pérez’s 
professional trajectory 
actually began with the study of medicine, which he 
eventually left behind to “fulfill his hereditary destiny 
in the tobacco industry,” said Maya Selva Cigars in a 
statement. Pérez brings years of experience in tobacco 
manufacturing, and will oversee the blends for Flor de 
Selva, Cumpay, and Villa Zamorano cigars. 





through the use of untreated rock maple filter inserts. The 
company also a number of other premium cigar brands in 
Canada, including La Flor B, Villiger, Tabacalera. 





Brigham Enterprises, 288 Judson St #1, Etobicoke, Ontario, 
M8Z 5T6 Canada, Tel: (416) 762-7278, Fax: (416) 762-7270; 
Crowned Heads LLC, 748 Freeland Station Rd., Nashville, 
Tenn. 37228, Tel: (615) 499-4169, Email: huber@crownedheaas. 
com, Web: crownedheads.com. 
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> Personnel Moves 


> Dan Carr has been named president and chief execu- 
tive officer of ITG Brands, succeeding David Taylor, who 
announced his retirement effective January 31, 2018. 

“This step is the culmination of a long succession 
planning process,” Taylor said. “Dan was recruited for 
this position based on his extensive 
leadership experience in the tobacco 
industry and he has spent the last year 
as president learning the complexities 
of our business operations.” 

Since Carr joined ITG Brands in 
November 2016, he has led manufac- 
turing, sales, and marketing teams to 
deliver strong productivity results 
and efficiencies. The company made 
gains in both volume and share with the company's pre- 
mium cigarette brands, and its mass market cigar portfolio 
became the fastest growing in the industry. 

Prior to joining ITG Brands, Carr served as president 
of General Cigar Company, having joined the company in 
1996 and accepted positions of increasing responsibility. 


Carr 


> Jose Oliva, son of late tobacco grower Gilberto Oliva 
Sr, and a founder of Oliva Cigar Company, has been 
designated as the Speaker of the House for the State of 
Florida for the 2019-2020 session, a role he would assume 











Feemiumiciaarseeccessotis 
Weve got thelcigars thatiyouneed! 
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if Republican house members retain their majority in the 
2018 elections. Oliva, who came to office during a spe- 
cial election in 2011, would become the second House 
Speaker from Miami in 12 years. Previously, current U.S 
Senator Marco Rubio held the position from 2006-2008. 


> The International Premium Cigar and Pipe Retailers 
(IPCPR) Association announced that Rachel Hyde has 
been named senior director of state affairs, following 
the resignation of Matt Dogali, who 
held the position since 2013, effective 
January 24, 2018, Hyde previously 
served as deputy director of state 
affairs at IPCPR. “Rachel has been a key 
part of our success since she was hired 
in 2013, and we are thrilled to promote 
her to this important position,” said 
IPCPR president Ken Neumann. 





Hyde 


> Altadis U.S.A., a unit of Imperial Brands, announced 
that Richard Alvarez has joined the company as director of 
brand marketing. Previously, Alvarez served as international 
marketing manager for Dr. Pepper Snapple Group, and 
position he held for three year. Prior to that, he was interna- 
tional marketing director Chattem, Inc., a Sanofi company. 
In addition, Eddy Guerra, previously the market- 
ing director for Gurkha Cigars, has joined the company 
as senior brand manager. Prior to his time at Gurkha, 
Guerra was vice president of marketing ChindAsia Capital 
Partners Ltd. and was co-founder of Whisgars Ltd. 


> Juul Labs, Inc., which was spun off as a separate company 
from Pax Labs in August 2017, announced that it has named 
Kevin Burns, previously president and chief operating officer 
‘of Chobani, as its new c.e.0.. Burns replaces Tyler Goldman, 
who intends to pursue new entrepreneurial opportunities, 
said James Monsees, co-founder and board member. Prior 
to his role at Chobani, Burns spent more than 12 years as 

a partner at TPG Capital, one of the world’s largest private 
equity investment firms focused on leveraged buyouts, 
growth capital and leveraged recapitalization investments in 
distressed companies and turnaround situations 


> Alex Azar, a former executive at Indianapolis-based 
drug maker Eli Lilly and Co., was sworn in as President 
Trump's second Health and Human Services Secretary 
on Jan. 28. Azar succeeds Tom Price 
who resigned four months earlier amid 
controversy over the use of private 
charters planes for travel, and previous- 
ly served as HHS Deputy Secretary in 
President George W. Bush's administra- 
tion. The HHS oversees the U.S. Food 
and Drug Administration (FDA), which 
regulates tobacco products. 



















THEROKEE 
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> Calendar 


FEB. 26-MARCH 2, 2018 

20th Festival del Habano 

Havana, Cuba. Tobacco plantation and cigar factory visits, 
trade fair and seminars, international habanosommelier con- 
test, cigar rolling master class, social events. Contact: Habanos 
S.A., Web: festivaldelhabano.com, habanos.com. 


APRIL 7, 2018 

21st Annual TAPS Pipe & Tobacco Expo 

North Carolina State Fairgrounds, Governor James E. 
Holshauser Building, Raleigh, N.C. Hosted by the Triangle 
Area Pipe Smokers (TAPS).Ramada Inn. Expo 9 a.m—4:30 
p.m. Contact: TAPS, Tel: (919) 848-0685, Email: show@tap- 
sclub.us, Web: tapsclub.us. 


APRIL 29-MAY 3, 2018 

TAA 50th Annual Convention 

Casa de Campo, Dominican Republic. Annual meeting and 
convention for members of the full-line, brick and mor- 

tar tobacco retailers trade association and buying group. 








Regular Price $2,495 


$1,695 


Promotional 
Pricing " 


Complete Tobacco POS System 
Includes Touch Screen 
Hardware & Software 


Inventory Control 
Customer Management 
Purchasing Management 


£. Business Controw Systems 


www.businesscontrol.com 


PGs 732-283-1300 ext 233 


"Sree 
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Contact: Tobacconists’ Association of America, Tel: (770) 
597-6264, Email: info@thetaa.org, Web: thetaa.org. 


MAY 5-6, 2018 

Chicagoland Tobacciana Show 

Pheasant Run Resort, St. Charles, Ill. The industry and 
enthusiast's premier pipe and tobacco marketplace featur- 
ing seminars, silent auction. Pre-show opens May 4; 6,000 
sq ft smoking tent opens May 2. Contact: Craig Cobine, 
Chicagoland Pipe Collectors Club, porshcigar@aol.com, 
Tel: (630) 236-6202, Web: chicagopipeshow.com 


JULY 13-17, 2018 

IPCPR 86th Annual Convention 

and International Trade Show 

Las Vegas Convention Center, Las Vegas, Nev. Contact 
International Premium Cigar & Pipe Retailers Association, 
Washington, D.C., Tel: (202) 621-8064 Email: info@ipcpr.org, 
Web: ipcpr.org, 


AUGUST 23-24, 2018 

22nd Annual Smoker Friendly 

Conference & Tobacco Festival 

Omni Interlocken Resort, Broomfield, Colo. Contact 

Mary Szarmach, Toll-free: (888) 751-2785 ext. 217, 

Email: info@smokerfriendly.com, Web: smokerfriendly.com. 


SEPTEMBER 21-23, 2018 

InterTabac/InterSupply Dortmund 

Westfalenhallen Dortmund, Germany. 34th International Trade 
Fair Contact: Nina Kapitan, Tel: +(49)(231) 1204-586, Fax: +(49) 
(231) 1204-678, Email: mina.kapitan@westfalenhallen.de, 

Web: www.inter-tabac.de. 


SEPTEMBER 21-23, 2018 

19th Annual Greater Kansas City 

Pipe & Tobacco Show 

Argosy Casino Hotel Spa & Casino, Riverside, Mo. Exhibit 
hall, smoking tent, CIPC pipe smoking contest, pipe care 
and refurbishing clinic, silent auction, 9th annual carving con- 
test. Contact: Greater Kansas City Pipe Club, Email: admin@ 
gkcpipeclub.com, Web: gkcpipeclub.com. 


OCTOBER 7-10, 2018 

NACS Show 2018 

Las Vegas Convention Center, Las Vegas, Nev. 
Convenience and fuel retailing’s premier industry event, 
attended by more than 23,500 industry stakeholders from 
around the world. Contact: NACS, Alexandria, Va., Web 
nacsonline.com. 


NOVEMBER 10-11, 2018 

10th Annual West Coast Pipe Show 

Palace Station Hotel & Casino, Las Vegas, Nev. Hosted by 
Steve O'Neill and Marty Pulvers. Smoking friendly exhibit hall 
with adjacent lounge with full bar. For table reservations and 
information, contact: Steve O'Neill, Email: steve@westcoast- 
pipeshow.com, Web: westcoastpipeshow.com. 
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Matt Booth, Room101 Brand 


Yet More “Room” 


Founded in 2003, Matt Booth’s Room101 brands started in jewelry, 
added cigars, and has now branched into craft gin. Booth is delighted 
with his current crop of projects. > BY FRANK SELTZER 





Matt Booth is back in the cigar busi- 
ness after a short hiatus. His newest 
Room 101 cigars were developed with 
Robert Caldwell and are being distrib- 
uted by Caldwell Cigar Company, both 
in the U.S, and overseas (remaining 
inventory of Booth’s former Room101 
cigar brands, made and distributed by 
Davidoff of Geneva, continue to work 
their way through the supply chain). 
Booth recently sat down with Frank 
Seltzer to talk about how he got into 
cigars in the first place, why he left, and 
about his return at last year's IPCPR 
Trade Show with his two new entries— 
Hit & Run and The T. 


SMOKESHOP: You didn’t originally set 
out to start your on own cigar line. What 
were your pursuits before you entered the 
premium cigar industry? 
BOOTH: When I got out of the service, 
my main idea in life was...to drive 
around the country and get into adven- 
tures. I quickly found myself working 
at an executive protection firm in Los 
Angeles, It wasn’t the only thing I did 
to make a living, but I was interested 
to find my way. I really wanted to get 
into the music industry ultimately, as a 
performing bassist. I took internships 
at record labels, gear companies, and 
I worked at the Whiskey [nightclub] 
as both a sound engineer and a stage 
lighting hand. But doing that, I quickly 
became interested in jewelry design 
because of the styles being worn around 
L.A. in the circles I hung out in and 
people coming into the club. 
Eventually, I became connected 
with a couple of local designers in the 
community and it is very similar to the 
cigar community in that it is kind of a 





tight knit subculture. I connected with 

a couple of these guys to procure some 
products for myself. I went to the source 
and had some things made for me. That 
led me to wanting to create my own 
products, so I apprenticed in a factory 
that today I am a partner in, to learn ba- 
sic process—the art of lost wax casting 
of jewelry manufacturing. 

There was a time when the writing 
of songs would wake me up at night, 
but then the shift came for me when I 
realized I was now waking up at night 
for design concepts, not music. Not that 
I loved one more, but I had become fix- 
ated on it and I needed to pursue it with 
more effort. I also was coming to the 
realization that if I wasn’t going to be 
playing, writing, and recording music | 
wanted nothing to do with it. 


SMOKESHOP: Is that when you began 
Room 101, as a jewelry brand? 








BOOTH: Yes, I started Room 101 in 2003. 
Iactually took my initial collection of 
designs and walked around the fashion 
mart buildings of L.A. looking for some- 
one to help me sell it. [linked up with 

a group of guys who, unbeknownst to 
me, were the powerhouse of brand sales 
in fashion and they took me to my first 
round of trade shows for that industry. 
We presented our products to specialty 
stores and started to gather our footing in 
the industry. At the time, I was still hand 
engraving and serializing every piece. 


SMOKESHOP; So how did that morph into 
the cigars? 

BOOTH: My uncle Lee turned me onto 
cigars in high school, but I was nev- 

er more than an occasional smoker. I 
would primarily smoke with my uncle 
because it was an experience to share 
with him, rather than being an avid 
cigar smoker. 

I've always had an affinity for the ci- 
gar because it was the connection to the 
gentleman culture like in the 1920s—the 
way that gentlemen would go out for the 
evening and end the night with conver- 
sation, a cocktail, and a cigar. Being of an 
old soul, there is some connectivity with 
me to that concept. My interest in cigars 
and coming closer to the business ampli- 
fied my interest in both the product and 
the experience of smoking. 
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I ended up connecting with Dylan 
Austin, first at Camacho then Da- 
vidoff. It is so odd how things end 
up. I was throwing these larger scale 
promotional after-parties for the fash- 
ion trade shows as a wa 





y to get more 
brand recognition. I was interested in 
cigars and was looking for additional 
element for our parties, I connected 
a couple of addi- 
tional sponsorships for them to bring 
cigars to enhance the party experience. 
Those guys came out and were the life 
of the party. 

Very quickly the conversation 





with Dylan to discus 


turned to cigars. I really wanted to 
make a humidor. I had been making 
smokers accessories in our factory, 
but they were lighter housings and we 
had already started customizing Xikar 
cutters by adding three-dimensional 

handles, But I really wanted to make a 





humidor to round out this collection. 
That was the final step in creating our 
premium smoker accessories. And as 
a result of conversations with Dylan, 
he asked if I would be interested in 
creating a cigar with them. 
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SMOKESHOP: When did the first 
Room101 cigar debut? 

BOOTH: 2009. I was in at that point 
It is interesting to connect the dots 
and allow yourself to follow lif 
direction. By 2009 the economy had 
tanked and stores where we were 








selling our jewelry 
and didn’t pay bills or stayed open 
but didn’t pay their bills, so the op- 


either closed up 


portunity for us to continue to build 
our brand within another class of 
goods made sense. 

I felt that adding the premium 
cigar was the ultimate next step for 
building our collection. The only 
brand houses that I know to have 
had cigars 
10-year-old European companies. 
Davidoff and Dunhill. We were more 
well-known for our other products, 
but the cigar dovetailed into our 
collection. The luxury goods market 





and luxury goods were 


slowed, we continued to service our 
premium and custom clients, but the 
road was wide open and what better 
time to build this other division of 
our business. 





Left: Booth’s custom jewelry designs pre- 
dated his cigar projects, and remain a princi- 
pal part of Room101 Brands with a wide range 
of products. The Room101 brand has 
always been owned by Booth. In addition to 
his new cigars created with Robert Caldwell 
of Caldwell Cigar Company, Booth recently 
launched a small batch U.S.-made craft gin 
under the Room101 brand 


SMOKESHOP: So your first cigars with 
were Christian Eiroa? 

BOOTH: Yes, We started working with 
Christian in 2008 in Danii, and during 
that time it was announced that he 
had sold his company to Davidoff. So 
from the time that we released the first 
cigar until January first of this year we 
were connected with [Davidoff] for our 
cigar business. Outwardly, Davidoff 
had not integrated the companies for a 
couple of years, so Christian Eiroa was 
still making the cigars and Davidoff 
was distributing them. In the begin- 
ning they afforded us a great deal of 
spotlight 





SMOKESHOP: The partners 
you, Christian, and ultimately Davidoff 
went well for about eight years. Why did it 
change last year? 
BOOTH: The overarching reason for 
my decision to separate was not really 
to separate from Davidoff, but rather to 
simply take a break from the ‘business 
side’ of the business. 

Whoever said, ‘if you do what you 
love, you never work a day in your life,’ 














you love to make a living, you hope 

to be so fortunate to still love it. The 
weight of the business and the looming 
regulations became too heavy. It put a 
negative finish on my palate. We were 
coming to the end of the term of our 
contract and we had the opportunity to 
either renew or not, and I chose not. 


SMOKESHOP: But you didn’t stay out of 
the cigar industry very long. 

BOOTH: After I had retired from 

the cigar business, I had a conversa- 
tion with a very dear friend, Robert 
Caldwell, sometime in January about 
doing something just for the love of 
it. For all the right reasons. To create, 
to blend, to produce, and to offer a 
product and to do it for fun. And you 
know what? That sounded invitingly 
comfortable, So now it is his fault. 

It was purely creative making the 
current cigar; it was just us blending 
and making a cigar that we might 
not have ever released for sale. That 
would have been rewarding in and of 
itself. It just came out so good. The Hit 
& Run and the AJ. cigar “The T.” are 
the two best products we've ever had 
our name on. 


SMOKESHOP: Tell us about Hit & Run. 
BOOTH: It is a blend of Dominican 
tobaccos with an Indonesian binder 
and an Ecuador Connecticut wrap- 
per, manufactured with pride by the 
artisans at the William Ventura factory 
in the Dominican Republic. It comes in 
five sizes and ranges from $10.50 to just 
over $13 for a couple of artisanal sizes. 

I find the blend to be sophisticated 
and maybe developed past the point 
my previous cigars reflected and that 
is on me, not on anyone else. Different 
factory and different tobaccos. Our op- 














AST BOR 


tions are limitless to achieve the flavor 
profile we seek, the quality of product 
we seek to offer our consumers. Not 
that there were restrictions before, but 
if you are dealing with a certain pool 
of resources it is great to be able to 
say, if we are lacking one component 
let’s call in a different binder. We can 
source what we want, to achieve the 
effect we desire. 


SMOKESHOP: The William Ventura fac- 
tory is a smaller operation, isn’t it? 
BOOTH: Yes, it is a much more in- 
timate environment and it is simply 

a pleasure to work with them. And 
again, getting back to the basic things, 
the environment in that factory takes 
me back to why I fell in love with the 
business. There is a heartfelt romance 
with that product every day in that 
studio that is unmistakable and their 
products reflect that. 


SMOKESHOP: Then there is The T., 
made at the A.J. Fernandez factory, which 
is not a small operation. 

BOOTH: You are right, but I re- 








member walking through his factory 
smoking a cigar with his guys and 
completely geeking out about how 
my cigar was burning and the quality 
of the product I saw on his rollers 
tables, While it is a much larger fac- 
tory, the attention to detail and 
quality control in that factory is 
unmatched. And he is an amaz- 
ing guy. He cannot walk 10 steps 
on his floor without interacting 
with someone, without sitting down 
with one of his rollers and if someone 
is doing something he feels is not up 
to what he wants he will roll a cigar 
for them and say like this. Bunch 
like this. Every time. A five-minute 
walk into one of the other parts of 
the factory takes a half hour. He is a 
rock star in his own facility. “The T.” 
is all Nicaraguan tobacco—wrapper, 
binder, and filler. It comes in five sizes 
and runs $10-12. 


SMOKESHOP: What about the future? 
Are the looming regulations still a worry? 
BOOTH: No, Iam not concerned about 
regulations. It is something to be aware 
of, and how you bring a product to 
market in the United States is changing, 
but if you have the proper guidance 
and counsel you will be able to navi- 
gate those waters and we will continue 
to bring our products to market, 





Room101 Brand, Los Angeles, Calif, 
Web: room 101brand.com, distributed 
by Caldwell Cigar Company, Miami, 
Fla., Tel: (786) 566-1550, Web: 
caldwellcigar.com. 


Roomio1 Brand Cigar Blends at a Glance 
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avidoff of Geneva, the manufactur- 
D: of Camacho cigars, has brought 

back the Camp Camacho Hondu- 
ras factory immersion experience after a 
near ten-year hiatus, From February to 
April 2018, Camacho will open the doors 
of their new manufacturing facility and 
guest house to cigar fans from across the 
globe for a “refreshed and intense” new 
Camp Camacho experience. 

Guests stay only a few hundred 
yards from where Camacho cigars are 
produced, Situated in the center of Hon- 
duras’ tobacco region in the nation’s ci- 
gar-making center of Danli, Camp Cama- 
cho features a spacious guest house with 
11 rooms and 13 bathrooms adjacent to 
Oettinger Davidoff’s new Camacho cigar 
factory, Agroindustrias Diadema, which 
also produces Baccarat, La Fontana, Leg- 
endario, and National brands. 

Each excursion features four days 
of immersion into the farms and facto- 
ry where Camacho cigars originate and 
three entertaining nights that deliver a 
“live loud” experience. 








Camp Camacho Factory | 
Excursion Returns 


In conjunction with its new Camacho factory in Danli, Honduras, 
Oettinger Davidoff has unveiled a new guest house facility with serves as 
the center of its Camp Camacho four-day tour. > STAFF REPORT 


“Camp Camacho is a cigar journey 
like no other,” said Dylan Austin, vice 
president of marketing for Davidoff of 
Geneva USA. “We've dialed up every 
aspect of what Camp Camacho was in 
the past, focusing on the unique experi- 
ences we can bring cigar aficionados and 
adventure lovers from across the globe. 
Camp Camacho is an experience that not 
only grows your appreciation for premi- 
um cigars, it is also a platform that forges 
life-long friendships—once you've been 
to Camp Camacho, you become part of 
the brotherhood forever. It’s a truly re- 
markable and exhilarating adventure for 
anyone that is passionate about cigars.” 

For its inaugural 2018 itinerary, the 
Camp Camacho experience starts with 
arrival at the Toncontin International 
Airport in the Honduran capital city of 
Tegucigalpa, followed by a 65 mile jour- 
ney east to Camp Camacho in Dani and 
a welcome BBQ cookout with swimming 
at Hacienda Batista. Day 2 features a 
visit to La Tigra National Park with op- 
portunities to Zip-line through the dense 


















jungle canopy above the mountains of 
Tegucigalpa as well as hiking and sight- 
seeing capped off with dinner at the Lua 
Bar in Danii featuring a rum and Cama- 
cho cigar pairing led by Camacho brand 
ambassador George Rami. On Day 3, 
guests enjoy a tour of the Original Corojo 
tobacco fields in Jamastran Valley, Lunch 
at Tilapias del Valle Restaurant, a factory 
tour and blending seminar, and dinner at 
the Camp Camacho Guest House. Day 4 
features a tour of Danli City, followed by 
departure from Toncontin Airport. 

Trip dates for 2018 begin in February 
and will continue through April 2018. 
There will be 14 trips in all, with availabil- 
ity ona first come, first served basis. Each 
Camp Camacho trip is limited to 18 
guests, and costs $687 per person, exclud- 
ing airfare. To book a trip, cigar fans can 
visit facebook.com /camachocigars. 








Vv p left: The new Camacho 
Guest House in Danli; curing barns at 
Camacho's Original Corojo Farm in Jamastran, 
the recently opened Agroindustrias Diadema 
factory, adjacent to the guest house. 
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YOUR CUSTOMIZED 
ROLLING PAPERS 
PRODUCER SINCE 1910 





mERol4you 





Roll4You, s.r. is a leading private label rolling paper 
supplier to the global market. The company combines 150 
years of cigarette paper making with the latest production 
processes, top technology, and co-operation with 
international tobacco companies 


The company’s factory in the Czech Republic is situated in the 
beautiful foothills of the Jeseniky Mountains in North Moravia 
This mill with three paper machines was founded in 1861. The 
mill is fully upgraded and continually invests in the latest RED 
facilities to improve its expertise. Environmental compliance 

is of prime importance and quality systems are certified with 
1SO 9001 and ISO 14001. Additionally, the raw materials 
responsibly sourced and certified by PEFC and 

FSC — Chain of Custody. 


Roll4You has been a rolling paper specialist since 1910, 
producing customized products. Customers can choose 


from regular to slow burning cigarette paper grades, made 
from a choice of fibres - wood, textile, mixed cigarette paper - 
in various weights, ranging from 12 g/m? up to 23 g/m? All in 
all, over 30 paper grades are at your disposal to choose from 
And a rolling paper is not complete without an excellent gum - 
Acacia or other Natural gums. 


Finally, your brand in rolling papers can be produced 
in a complete line of sizes, such as 


= Shorts 

«Shorts Cut Comer 

+ Shorts Double Window Booklets 
- 114,112 

Slim 

« King Size Regular 


= King Si 





+ Rolls 


You can find more information at www.roll4you.com 
or contact directly roll4you@delfortgroup.com 
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Thompson Cigar & Company: 


Unique Among 


Cigar Businesses 


America’s oldest mail order cigar company turns a new comer following 
its purchase by STG. For much of its history, Thompson was a manu- 
facturer selling only its own cigars direct to consumer. >STAFF REPORT 


nother one of America’s major 
online and catalog cigar retailers, 
the privately owned Thompson 


Cigar Co. of Tampa, Fla., has become the 
latest acquisition by a multi-national to- 
bacco company after Denmark's Scandi- 
navian Tobacco Group (STG) announced 
the purchase of Thompson from for- 
mer owner Bob Franzblau in January. 
The deal for the 103-year-old company, 
which is the oldest mail order cigar firm 
in the country, was valued at $60 million. 
It’s becoming something of a well- 
worn blueprint by now: JR Cigar was ac 
quired by Altadis S.A. of Spain in 2003; 
both companies are now units of Impe- 
rial Brands, the largest cigar maker in 
the world including a 50 percent stake in 
Cuban cigar marketer Habanos S.A. 








Cigars International (Cl), a much 
younger but fast-growing online and cat- 
alog upstart from Bethlehem, Pa. found- 
ed in 1996 was acquired by Swedish 
Match in 2006, and is today a unit of STG 
following Swedish Match’s exit from the 
premium cigar sector. STG, owner of the 
leading premium cigar maker in the US. 
market, General Cigar Company, as well 
as pipe tobacco maker STG Lane, has also 
acquired a number of additional online re- 
tailers over the years including Cigars.com 
and Pipesandcigars.com. 

As technology and channels have 
evolved from mail order and print cata- 
logues to online/Internet, the “non-brick 
and mortar” segment has grown signifi- 
cantly, and is today the fasted-growing 
channel. According to STG’s 2016 annu- 











THOMPSON 


CIGAR 


al report, released in March 2017, while 


total market volumes were stable at 300 
million premium cigars sold in the U.S. 
in 2016, the market continued its long- 
term trend with a shift in sales channels 
from brick and mortar to online and cat- 
alog retail, which the company estimated 
account for approximately 65 percent of 
the handmade cigars market in the US. 
In total, Cigars International increased its 
share of the online and catalogue retail 
channel in 2016 to 36 percent, says STG. 

While many consumers and retailer 
think of Thompson Cigar Company pri- 
marily as a retailer, the firm was estab- 
lished as a domestic manufacturer and 
distributor of clear Havana cigars (hand 
made from imported Cuban tobacco). It 
was founded in 1915 by M.A. Thompson 
in Key West, Fla., and from its inception 
marketed its cigars directly to consum- 
ers. It sold only its own manufactured 
brands for most of its existence, only 
adding national brands to its distribution 
portfolio in 1986. 

In many respects, it has always been 
ahead of industry trends, forging its 
own unique path. During World War I, 











Top: The Thompson Cigar Company moved 
its factory operations from Key West to Bartow, 
Fla,, in 1934. 
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the company started its long-standing 
practice of sending cigars to deployed 
troops during every U.S. war, and later to 
additional, non-combat deployed troops 
around the world. From 2002 to 2008, the 
company says it donated 300,000 cigars 
to American troops, including those in 
combat areas of Afghanistan and Iraq, 
plus deployed troops in Korea, the Horn 
of Africa, and Navy aircraft carrier battle 
groups. Inall, as of early 2015, Thompson 
Cigar says it had donated over a million 
cigars to American troops, a tradition it 
continued until new U.S. Food and Drug 
Administration (FDA) regulations took 
effect Aug. 8, 2016, halting free samples. 

In the early 1920s, after hurricanes 
decimated most of the cigar factories in 
Key West, Thompson moved his facto- 
ry—and some of his employees—to Ybor 
City, Tampa, which by then had become 
the world’s cigar making capital, with 
factories there collectively producing al- 
most half a billion hand-rolled cigars ev- 
year. In 1926 Thompson relocated his 
headquarters near downtown Tampa. 

In 1929, the company acquired US. 
Postal Permit #1 in the city of Tampa, 
which it still holds today, and began in 
earnest to expand its direct-to-consum- 
model, sending promotional 
postcards to consumers to solicit orders. 
Only a year later, Thompson Cigar was 
accounting for about 25 percent of the 
city’s postal receipts, and the company 
started its Standing Order Club, a precur- 
sor to its current subscription program of 
shipping customer's favorite selections 
ona regular basis. 

Company sales star and ageless cigar 
maker “Tom Timmons” set an aggressive 
pace for decades as a savvy marketer with 
direct appeals to consumers, first on post- 
cards in the 1920s, and later in direct mail 
letters, enticing readers with engaging 
stories that paint sensory experiences. To- 
day, Thompson’s “Tom Timmons” even 
has his own Facebook page. 

In 1934, Thompson moved his facto- 
ry to Bartow, Fla., about 45 miles east of 
‘Tampa, where production would remain 
until 1960, when Robert Franzblau pur- 
chased Thompson Cigar Company, but 
not the company’s factory in Bartow. 
Franzblau instead shifted cigar produc- 











er busir 








tion to local Tampa factories such as 
Standford Newman’s M&N Cigars (to- 
day the J.C. Newman Cigar Company) 
and Morton Annis’s Gradiaz Annis & 
Co., which would make cigars under the 
Thompson brand. 

Following the Cuban revolution and 
the US. embargo in 1961, Thompson Ci- 
gars, like other US. manufacturers, con- 
tinued to sell its clear Havana cigars made 
in Tampa until its Cuban inventory was 
exhausted. In 1971, Thompson started 
offering pipes for sale, focusing initially 
on ceramic pipes from Holland and briar 
pipes from Italy. In 1972, Thompson ob- 
tained UPS Permit #2, again putting it at 
the forefront of mail order operations, and 
in 1979 it mailed out its first Thompson 
Cigar Company catalogs. Up until then, 
the company had still used letter and post- 
card-based mailings exclusively. 

Expansion led Franzblau to perma- 
nently establish corporate headquarters 
on Hangar Court in Tampa, Fla. in 1982, 
where the company remains today. The 
facility includes offices, a call center, and 
humidified 
home to one of the largest inventories of 
cigars in the country. Cigars were origi- 
nally sold at retail from a counter in the 
lobby, but later a covered breezeway be- 
tween two buildings was converted into 





an expansive warehouse, 








a spacious retail shop. 








Tuomrson & CoMPANY 
cioan MANUFACTURERS 
Tampa, Fiorina. 
To our customers: 
ren pine get my goat, 
jed our Tanipa and Key West 
pies to get out a clger, Thompson's 
Tampas, WH inches long, nicely shaped 
and well vored, wo! 8c to 10¢ re- 
tail, and the boss, after long sa loud 
lamentation, agreed to make the price 
only $4.85 ‘per 100. I offered you 100 
on trial, Then what— 
Only about 10, out of every 100. tet 
me send them. joss Says 
I'm a nut, and — know what you 





| bet 33¢ he’s wrong. 
I just didn’t tell you about, them 
right, have smoked Tampas for about 3 
months ‘myself, and while they. won't 
cure rheumatism or a halt in the speech, 
Tampas are good enough and mild 
enough to please the man who has been 
Squandering about twice as much for 
smokes. 

Well, what I'm getting at is vhigs To 
show me up the, Boss is going to let me 
try again, and I'm patting it up to you, 

‘Let me send you 100 Tampas on “sus- 
picion.” You'll like tem. But if you 
want to send ‘em back, a few to try 
won't cost you rou a cent, 








‘You don't have to sign a thing. Just 
return the ane gambled a stamp 
on it, 


Tom Toemws, 
Thompson's Tell-em Man, 
I'm a regular iittle mine of informa- 
tion about roads, hotels, croquet or flap- 
pers in Florida.” Ask me. 








An early Thompson direct mail 
appeal, The letter’s recipient, a Georgia execu- 
tive, was so impressed by the pitch that he not 
only bought the cigars, but shared the letter 
with Printer’s Ink, an industry trade magazine 
for advertising, which deemed the piece a 
“best” sales letter and republished it in its Oct. 
26, 1922 issue. Decades later, letters were still 
attributed to "Tom Timmins.” 


Above: Arturo Fuente Cigars is the featured guest at one of the numerous 100th anniversary 


events that Thompson Cigar hosted in 2015 at its 
enclosed breezeway between two of the 


tall store, which occupies a soaring glas 





company's warehouse/headquarters buildings. 
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Selling Tobacco Online? 


Know the Law 


Avoiding legal pitfalls for remote sales. >BY BRYAN HAYNES 


any people assume that tobac- 
co and vapor products sold 
online are not subject to the 


legal requirements applicable to brick- 
and-mortar sales. In fact, with a few 
exceptions, online sales are subject to 
the same legal requirements applica- 
ble to sales in gas stations, convenience 
stores, etc. And, in some cases, there are 
actually additional legal requirements 
and/or prohibitions for online sales. 
Here are a few ways to avoid legal pit- 
falls for the unwary. 


AGE VERIFICATION 
With the passage of the Family Smok- 
ing Prevention and Tobacco Control Act 
in 2009, it is illegal nationwide to sell 
“tobacco products” to anyone under 18. 
“Tobacco products” includes any prod- 
uct made or derived from tobacco and 
intended for human consumption and 
their components. This covers products 








such as cigarettes, smokeless tobacco, 
cigarette tobacco, roll-your-own tobac- 
co, pipe tobacco, shisha tobacco, cigars, 
and most vapor products (to the extent 
they contain nicotine derived from to- 
bacco) and their components, such as 
vaporizers. 

This requirement applies equally to 
remote sales, such as catalog or Inter- 
net orders. Some online sellers assume 
that sufficient age verification includes 
a self-verification that the purchaser is 
above the legal age to purchase tobacco 
products, or where the purchaser pro- 
vides a date of birth indicating that they 
are older than 18. In fact, neither of these 
is sufficient because the online merchant 
has no way of verifying that these state- 
ments are true. 

However, there are many providers 
that can assist online merchants with 
verifying that an online purchaser is 
above the legal age to purchase tobacco 











products. These systems verify that the 
purchaser is of legal age, through com- 
mercially-available databases consist- 
ing of data from government services 
and checking the purchaser’s name, 
birthdate, address, and other identify- 
ing information. Another option is to 
require adult-only acceptance of the 
package at delivery. 

Note that in addition to federal 
age-verification requirements under the 
Family Smoking Prevention and Tobac- 
co Control Act, the states have their own 
age-verification laws. In some of these 
states, the minimum age to purchase 
tobacco products is higher than 18, and 
certain states have specific requirements 
for online age-verification. 


THE PACT ACT AND STATE 

DELIVERY SALES LAWS 

In 2010, Congress functionally prohibit- 
ed online sales of cigarettes, smokeless 
tobacco, and roll-your own tobacco with 
the Prevent All Cigarette Trafficking 
(“PACT”) Act. The PACT Act's require- 
ments include the following: (1) online 
sellers must collect and remit state and 
local tobacco products excise taxes that 
would be due as if the sale were con- 
ducted face-to-face in the purchaser’s 
jurisdiction, (2) online sellers must be- 
come licensed with state and local tax- 
ing authorities in the jurisdictions in 
which they seek to conduct sales, (3) use 
of the U.S. Postal Service to deliver to- 
bacco products is prohibited except un- 
der narrowly-defined circumstances, (4) 
particular package labeling and weight 
requirements, and (5) age-verification 
requirements. 

Although the PACT Act does not out- 
right prohibit online sales of these types 
of tobacco products, the requirements to 
become licensed and collect and remit 
excise taxes in a myriad of state and local 
jurisdictions are functionally impossible 
for most businesses. 

In addition to the PACT Act's re- 
quirements, many states have particular 
requirements for online sales of tobacco 
products, and in some cases impose an 
outright ban on remote sales. For exam- 
ple, Washington law prohibits the re- 
mote sale of “tobacco products,” unless 
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the delivery is to a Washington-licensed 
retailer or wholesaler. “Tobacco prod- 
ucts” are generally defined to include 
anything that contains tobacco and 
is intended for human consumption. 
However, cigars weighing more than 
three pounds per thousand are exempt- 
ed. So the coverage of the Washington 
law is much broader than the coverage 
of the PACT Act. 


EXCISE AND SALES TAXES 

While the PACT Act requires online 
merchants to collect and remit excise 
taxes for cigarettes, smokeless tobac- 








co and roll-your-own tobacco, the law 
does not apply to other tobacco prod- 
ucts, including cigars, pipe tobacco, 
and vapor products. As a result, tra- 
ditional principles of “nexus” taxation 
apply to online sales of these products, 
which generally means that online 
sellers cannot be forced to collect and 
remit taxes in jurisdictions where they 
have no physical presence. Known as 
the “Quill” doctrine of constitutional 
law, this 
co and is why online merchants often 
do not charge 





concept is not unique to tobac- 


les taxes for consumer 





goods unless they have a national pres- 
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AMERICA'S PREMIER WHOLESALE DISTRIBUTOR, 


ence, such as Amazon and Best Buy. 
So, if an online merchant is located 
in Virginia and sells to a consumer in 
Virginia, the merchant generally must 
collect and remit all applicable taxes, 
including sales and excise taxes. If, on 
the other hand, the Virginia merchant 
sells to a consumer in New Mexico, 
and does not have a physical presence 
or other nexus with New Mexico, the 
merchant is not required to collect the 
state taxes. This obligation is ostensi- 
bly borne by the consumer, although 
consumers rarely self-report taxes in 
these circumstances. 





It is important to note, however, that 
the constitutional concept of nexus is 
filled with exceptions and is a rapidly 
growing area of the law due to the in- 
creasing prevalence of online sales. For 
example, the seller sending salespeople 
to the taxing jurisdiction, having inde- 
pendent contractors working in the tax- 
ing jurisdiction, or owning real estate in 
the taxing jurisdiction all could lead to a 
nexus with the taxing state, such that the 


seller must collect and remit state and/ 
or local taxes. 

Perhaps most significantly, the Unit- 
ed States Supreme Court recently agreed 
to hear a case in which it may reconsider 
the Quill physical pre: 
case arises under a South Dakota law 
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ence doctrine. The 





that seeks to collect sales taxes from all 
online merchants, irrespective whether 
they have a phi 
Dakota, so long 


al presence in South 





s their sales into the 
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whether the Court should “abrogate 
Quill’s sales-tax-only, physical-presence 
requirement.” Online merchants, includ- 
ing those in the tobacco sector, will be 





watching the Court for a decision later 
this year, which ata minimum will hope- 
fully provide needed clarity in this 
murky area of the law, but which could 
have the consequence of imposing sub- 
stantial new requirements for online 
merchants. 
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Troutman Sanders Tobacco Team, 
Troutman Sanders LLP, 1001 Haxall 
Point, Richmond, Va. 23219, Tel: (804) 
697-2206, Fax: (804) 697-1339, Web: 
www.troutmansanders.com, Email: 
bryan.haynes@troutmansanders.com. 
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www.CigarRights.org 


“This is a great program to expose our store to customers that may “Our businesses need all of the marketing exposure possible, and with 
not know we're here. With more travelers using the internet to find CRA appealing to a national audience, this is well worth the cost. | 
restaurants and hotels, why not for cigar shops too?” also like the fact that we can have some input on issues affecting the 
- George ‘Shorty’ Koebel, Owner of Havana Connections in Richmond, Virginia industry.” 


- Joe! Schwartz, Owner of Ford & Haig Tobacconists in Scottsdale, Arizona 









“This can be a great way to highlight store events, especially when 
new cigars are coming onto the market. When the manufacturers are 
in our shop, this can be a way to reach a broader audience than just 
those that walk into the store, or that we see on a regular basis.” 


- Julie Neumann, Owner of Cigars & More in Libertyville, ilinols 


JOIN THE NATIONAL 
OBACCONIST PROGRAM 


For Questions or Info, Please Call (800) 460-0729 
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Pipe Tobacco Council on FDA: 


Up to the Challenge 


By failing to recognize the differences between pipe tobacco and other 
types of tobacco products, the FDA Deeming Regulations have put 
disproportionate burdens on the diminutive pipe tobacco industry and 
traditional pipe tobacco retailers, threatening this fiercely traditional 
niche segment of premium tobacco. > BY CRAIG WILLIAMSON 


hose of us who enjoy pipe tobac- 
| co understand its rich and unique 
history. What for many is a pas- 
sionate hobby and lifelong tradition is 
a foreign concept to others, including 
regulators at the US. Food and Drug 
Administration (FDA). Thankfully, the 
Pipe Tobacco Council (PTC)—the na- 
tional trade association of manufactur- 
ers and importers of pipe tobacco—is a 
strong and vibrant advocacy organiza- 
tion that represents the interests of both 
the industry and its consumers. In recent 
years, the Pipe Tobacco Council has lead 
the effort to protect the unique segment 
of the tobacco industry and will continue 
to expand its efforts in the years to come. 








Pipe tobacco is a lifestyle. It’s a lit- 
tle-known and unique segment of the 
broader tobacco industry with roots 
older than this country itself. For hun- 
dreds of years, the rich tradition of pipe 
tobacco has been handed down through 
generations, creating established 
economy. Those who enjoy pipe tobacco 
are proud of this rich history. They are 
knowledgeable consumers who under- 
stand the products they love. Their loyal- 
ty to the tradition and the product tran- 
scends generations, creating the unique 
culture that is pipe tobacco. 

But not everyone seems to under- 
stand this tradition, its history, and the 
unique nature that is the culture of pipe 


an 











tobacco. In fact, pipe tobacco is often 
overlooked and lumped in with the to- 
bacco industry writ large. For example, 
in over 500 pages of Deeming Rule reg- 
ulations issued by the FDA, only one 
page discussed pipe tobacco. 

This vibrant and historic tradition 
is casually being wiped out by an over- 
reaching regulatory state that ignores 
the unique culture of pipe tobacco and 
instead seeks to jam pipe tobacco into 
the rule-making process along with ev- 
ery other type of tobacco product. 

In recent years, the chairman of the 
Pipe Tobacco Council, Kelly Michols, 
has sought to expand and elevate the 
council’s efforts to advocate on behalf 
of the industry. Specifically, Michols 
and the Pipe Tobacco Council team have 
worked to expand the organization into 
a vehicle that can lead efforts to pro- 
tect the industry through these periods 
of distress, sought to stay ahead of the 
curve on the implementation of new 
FDA regulations, and brought retailers 
into the fold on these critical efforts. 





Dunhill Early Morning pipe tobacco, circa 
1990s, produced by the former Murray, Sons 
and Company Ltd. in Belfast, Northern Ireland. 
Photo: CC BY 25 
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These efforts are critical as the indus- 
try works through the ongoing legal and 
regulatory battle over the FDA’s deeming 
regulations. The expanded rules have 
brought a significant amount of duress, 
spawning legal battles and countless pag- 
es of bureaucratic opinions and guidance. 
In the months and years ahead, there will 


of the next wave of challenges. 

The council also recognizes the crit- 
ical role retailers play. Retailers have 
been directly harmed by Deeming Rule 
regulations, specifically the limitations 
on blending. The council is working to 
partner with retailers to advocate on 
behalf of their concerns. This top-to-bot- 





The Cigar Association of America (CAA) 
works closely with the Pipe Tobacco Coun- 


cil. Together, our organ 
leading voices on issues 
segment of the industry. 





surely be more questions from, and bur- 
dens on, manufacturers, distributors, re- 
tailers and consumers. 

The Pipe Tobacco Council will play 
a vital role in answering these questions 
and alleviating these burdens. Elevating 
the role of the council is a top priority 
for Michols, who serves as president 
of Scandinavian Tobacco Group Lane 
Ltd., and other council leaders. V 
expanding the role of the council as we 
continue to educate and inform the FDA 
and regulators on the unique nature of 
the pipe tobacco industry. We can no 
longer accept a rule-making process that 
entirely ignores pipe tobacco, which is a 
specific and unique subset of the overall 





are 


industry. The council has already started 
a concerted and strategic effort to raise 
awareness about pipe tobacco among 
members of Congress, FDA regulators, 
and other stakeholders involved in the 
process. Doing so, will give us a greater 
say in the important decisions that mat- 
ter to those who love pipe tobacco. 

The rule-making process though, is 
just one step in the overall process, The 
Pipe Tobacco Council is already work- 
ing to stay ahead of the curve on the 
implementation of the new regulations, 
as well as the next round of rules. For 
example, the Pipe Tobacco Council is 
working to provide resources and guid- 
ance on substantial equivalence applica- 
tions, as well as implementing PT test- 
ing. These initiatives will keep us ahead 
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izations represent the 
important to every 


tom approach integrates with the entire 
efforts of the council 

The Cigar Association of America 
(CAA) works closely with the Pipe To- 
bacco Council. Together, our organiza- 


tions represent the leading voices on is- 








sues important to every segment of the 
industry. 

We are working jointly to grow the 
influence of the council with legisla- 
tors and regulators, provide innovative 
resources to help industry members 
navigate these challenging waters, and 
partner with retailers to represent their 
concerns as well. 

These are important steps—and our 
work is an important partnership—to 
protect the rich and vibrant culture of 
pipe tobacco, which has survived hun- 
dreds of years of change and innova- 
tion because it is a unique lifestyle that 
transcends generations. We will survive 
the next wave of legal and regulatory 
challenges because of the Pipe Tobacco 
Council and it’s ongoing efforts. 

The CAA is proud to be a partner 
with the Council. 





Craig Williamson is president of the 
Cigar Association of America, Tel: (202) 
223-8204, Web: cigarassociation.org. 
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STATE TOBACCO TAX ACTIVITY 


PURCHASE AGE INCREASE ACTIVITY 
Overall, 2017 saw 28 states consider leg- 
islation to raise the legal age to purchase 
tobacco products to either age 19 or age 21. 
Out of these 28 states, three states (Oregon, 
New Jersey, and Maine) enacted mini- 
mum purchase age increases to 21 in 2017. 

These states join California and Ha- 
waii which brings the nationwide total to 
five states that currently have age 21 as 
the minimum legal age to purchase. 


OTP EXCISE TAXES 

In 2017, the number of states that con- 
sidered OTP state excise tax increases 
reached twenty-four, with only three for- 
mally enacting an OTP increase. Those 
three include: Delaware (15% increase 
on OTP product, and $.38 tax increase 
on moist snuff), Connecticut, ($2.00 per 
ounce snuff increase to $3.00) and Puerto 
Rico, (cigar tax from $2.23 to $5.10). 


TOBACCO TAX BALLOT INITIATIVES 
Only in California during 2017 did voters 
approve a ballot question from November 











The California State Capitol building. In 
2017, a $2 per pack cigarette excise tax and 
a bruising 65.08% OTP tax went into effect. 
Photo: Creative Cammans: Share Alike 30 





Key 2017 Tobacco 


Legislation Outcomes 


A look at the outcomes of the most relevant state and local tobacco 
legislative initiatives in 2017. >BY THOMAS BRIANT 





of 2016 that raised the state’s cigarette tax by 
$2.00 per cigarette pack and also increased 
the OTP tax to 65.08%. These tax increases 
went into effect on July 1, 2017. Two other 
states, Oregon and South Dakota, currently 
have pending tobacco tax ballot measures. 


CIGARETTE/OTP EXCISE TAX ROLLBACKS 
2017 produced one state legislature that 
passed legislation into law to decrease the 
uncompetitive taxes levied on retailers and 
consumers of tobacco products. Minneso- 
ta reduced the tax cap on premium cigars 
from $3.50 to $.50 per cigar. Additionally, 
Minnesota removed the automatic inflator 
on the excise tax per pack of cigarettes and 
froze their rate per pack at $3.04. 


LOCAL TOBACCO ORDINANCES 


Over the past few years, NATO has been 
tracking and opposing a growing num- 
ber of local tobacco ordinances in cities 
across the country. The proliferation of 
local ordinances continues to be the real 
battleground on tobacco restrictions for 
retailers with more than 700 local ordi- 
nances proposed in 2017. The three pri- 





mary types of regulations at the local 
level are flavor bans of tobacco prod- 
ucts, increases to the minimum age to 
purchase, and minimum cigar package/ 
pricing requirements. 

One of the most prevalent local regu- 
latory trends is a ban on the sale of fla- 
vored tobacco products. In 2017, thirty 
cities in four states including Rhode Is- 
land, Minnesota, California, and Mass 
chusetts have adopted similar bans. 

Cigar minimum pricing and pack- 
aging mandates also continue to be a 
common form of local regulation. In 
2017, some 25 cities across Minnesota, 
Massachusetts, and California passed 
or enacted a cigar minimum price or 
packing regulation. 

On the minimum legal age issue, we 
observed continued growth of this reg- 
ulation in 2017, although the rate of that 
growth has slowed from previous years. 
In 2017, more than sixty local nacted 
se to their legal minimum age re- 
s to purchase tobacco products. 

Additionally, 2017 ushered in the first 
ordinances that regulate or ban the sale of 
menthol cigarettes, and mint and winter- 
green flavored tobacco products in local 
jurisdictions. In 2017, the following cities 
adopted either a limited or complete ban 
on the sale of menthol, mint and winter- 
green tobacco products: San Francisco, 
Berkley, Contra Costa County, Los Gatos, 
Santa Clara, and Yolo County (all in Cali- 
fornia), Minneapolis and St. Paul, (both in 
Minnesota) and Chicago, Illinois. The ban 
of menthol, mint and wintergreen flavored 
tobacco products, coming on the heels of 
previously passed flavor bans, represents 
a real threat to the viability of many tobac- 
co related retailers. 




















Thomas Briant is 
executive director 

of the National 
Association of 
Tobacco Outlets 
(NATO), Toll-free: 
(866) 869-8888, 

Web: natocentral.org. 
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P Black Note Shifts Distribution to “V” Liquid Line 
Black Note has introduced V, a new line of vaping liquid produced from real tobacco that 
replaces the company's original small batch Ensemble collection for all brick & mortar dis- 
tribution channels. The Ensemble collection will only available online, direct-to-consumer. 

While e-liquids in the original Ensemble line each showcase a single type of pure 
tobacco, the new V line produces an experience similar to roll your own, cigarette, and 
pipe tobaccos, featuring a blend of several different tobacco types. Flavors are natural- 
ly extracted from real tobacco leaves for all Black Note e-liquids; there are no artificial 
flavorings, colorings, chemical preservatives, fillers, or artificial ingredients, resulting in 
a "crisp, clean and authentic” experience. In addition, the liquids are coil friendly and 
do not degrade replaceable coils as quickly as most synthetic vaping liquids. 

Four blends are offered in the V line, each a SOVG/S0PG formulation in a choice 
of 0, 3, 6 12, and 18mg nicotine per milliliter, packe in 30ml dropper-top glass bottles, 
Suggested retail is $23 per bottle 

Pop is an English blend with a “rich and relaxing” profile, producing a fully aro- 
matic experience reminiscent of pipe tobacco; 

Rock is a strong and complex Italian blend featuring essences of fire-cured Italian 
Kentucky tobaccos, characterized by a caramelized sweetness; 

Jaz is an American blend with a smooth and fruity profile that derives its special 
flair from aged and fermented tobaccos in wine oak barrels, which adds woody and 
fruity tones to its overall essence; 

Reggae is an invigorating blend of flue-cured bright Virginia tobacco grown in the 
French plains with natural mint extracted from fresh peppermint and spearmint leaves. 
Black Note, Inc., Irvine, Calif, Email: vendors@blacknote.com, Web: blacknote.com. 





P Juul Limited Edition Pods 


Cool Cucumber, Classic Menthol, and Classic 
Tobacco are three new limited edition JuulPod fla- 
vors available to select retailers. 
Cool Cucumber—Subtle cucumber with a hint 
of mint; Classic Menthol—Traditional menthol 
flavor with brisk finish; Classic Tobacco—Familiar, oo 
robust tobacco flavor with aromatic notes. 
\n addition Mango—ripe mango with hints of tropical fruit—returns to the regular 
line of flavors, joining Cool Mint, Virginia Tobacco, Fruit Medley, and Créme Brulee. 
Each JuulPod contains 0.7mL with 5% nicotine by weight, approximately equiv- 
alent to 1 pack of cigarettes or 200 puffs. Each pack contains four pods, $15.99 sug- 
gested retail per pack. 
Juul Labs, Inc., San Francisco, Calif., Tel: (650) 714-4119, Web: juulvapor.com. 








TeaZa Smokeless 
Tobacco Alternative 


Formulated with natural ingre- 
dients, TeaZa is a nicotine-free 
herb and vitamin tea formulated 
by a physician and packaged in a 
small pouch that users rest in their 
mouth between the cheek and 
gum as a tobacco-free experience 
that delivers “smooth energy and 
focus with no crash.” 

TeaZa pouches contain 
approximately 50 mg of caffeine, 
the equivalent of one cup of medi- 
um-body coffee. TeaZa pouches 
are sugar free, gluten-free, nut- 
free, vegan, contains no calories, 
and is packed with the herbs and 
vitamins, including green tea leaf, 
yerba mate leaf, eleuthero root, 
rhodiola root, panax ginseng 
root, gymnema leaf, and vita- 
mins B3 and B5, among others. 
TeaZa Energy comes in five fla- 
vors: Peppermint, Black Cherry, 
Tropical, Spicy Cinnamon, Coffee, 
Fire, and Bangin’ Black Cherry 
Bomb. According to the manu- 
facturer, TeaZa Energy increases 
energy, heightens mental focus, 
provides oral stimulation as a sub- 
stitute for gum, mints, seeds or 
tobacco products, curbs cravings 
for snacks or tobacco products, 
and delivers long-lasting flavor. 

Also available is caffeine-free 
TeaZa Chill with Relora, which 
comes in Cool Mint or Tropical fla 
vor and delivers a calming effect. 

All flavors are packed in flip- 
top containers containing 10 
pouches, suggested retail $4.95. 
TeaZa, Clearwater, Fla., Tel: (855) 
832-9200, Email: infor@teazaener- 
gy.com, Web: teazaenergy. 


ENERGY ENERGY 
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Pipeyepale 


>>>MERCHANDISE & NEWS 
FROM THE PIPE WORLD 








> Arango Cigar Now Distributing Butz-Choquin 
French Pipes in the U.S. 


Arango Cigar Co. has announced it is 
the exclusive U.S. importer/distributor 
of Butz-Choquin Pipes, manufactured 
in France. These pieces are also known 
and marketed as BC Pipes. 

Arango is warehousing and offering a wide variety of BC pipe styles to satis- 
fy the retail demand of all types of briar pipe lovers. Many of these handsomely 
crafted pipes display the French aesthetic, focusing on beauty and tasteful design, 
offering graceful bent and straight stems. These elegant pipes have earned BC the 
prestigious Gold Cup of France award for artistic taste. 

Arango also offers BC selections that are interpretations of British classics, 
Danish freehands, as well as churchwardens, vest pocket pipes, calabash shapes, 
and pipes with meerschaum lined bowls. There are a variety of colors and finishes, 
with bone and silver shank collars and trim fittings. Some display conventional and 
military-style bits, zebra stripes, and abstract patterns. 

Tobacconist Jean-Battista Choquin created his first pipe in 1858, in Metz, 
France. Choquin’s workman, Gerharde Butz, collaborated with Choquin to help 
make pipes, which popularized the brand. In 2002, the company moved to its cur- 
rent location in Sainte-Claude, France. There, the BC pipe line exploded with many 
new styles to satisfy the growing international demand. 

Suggested retail prices for Arango’s BC pipes range from $65 to $90 in the 
popularly priced segment, while pieces for more discriminating pipe smokers retail 
for $90 to $160. 

Arango Cigar Co., Northbrook, Ill, Toll-free: (800) 222-4427, E-mail: sales@arango- 
cigarco.com, Web: arangocigar.com. 








P Cornell & Diehl’s The Old Ones Tobacco Series 


Small batch craft pipe tobacco blender Cornell & Dieh! 
has released The Old Ones, a series of six different 
medium strength, medium- to full-flavored pipe tobaccos 
created from near-forgotten recipes from the company's 
own archives. The names of the blends and tin art are 
inspired by the writings of the late American horror writer 
H.P. Lovecraft. 
* Awakened Elder: Latakia, Katsuri, Virginias, Burley, 
Perique, and black aCavendish; 
* Dreams of Kadath: fragrant plug-cut blend of dark-fired Kentucky, Katerini, 
Perique, Virginia, Burley, and black Cavendish. 
* Innsmouth: Virginias, Katerini, Perique, and black Cavendish; 
* Mad Fiddler Flake: Virginia, Kasturi, Perique, and black Cavendish; 
*  Miskatonic Mixture: Katerini and Virginia with a touch of Perique and sweet 
black Cavendish; 
Each blend is packaged in resealable 2oz. tins and has a suggested retail price 
of $11.50 per tin. 
Laudisi Enterprises / Cornell & Diehl, Longs, S.C., Tel: (843) 491-4150, Email: 
Sales@laudisi.com, Web: laudisi.com, cornellanddiehl.com. 
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Outlaw Series Corn 
Cob Pipes from 
Missouri Meerschaum 


The Outlaw Series—the latest 
“nose warmer-styled” pipes from 
Missouri Meerschaum created in 
collaboration with Crow Valley 
Pipes—are now shipping. 
Following an initial limited 
release at the 2017 Chicago Pipe 
Show, Missouri Meerschaum 
returned to the drawing board to 
develop a series of three designs 
that were “attractive, agreeable, 
unique, and affordable,” each 
inspired by historical bandits from 
the Wild West and featuring a 
genuine hardwood insert in the 
bottom of the bowl. Available as 
straight, non-filtered pipes, , each 
features the Crow Valley Bandit 
imprinted on the side of the bowl, 





a handsome silver band, and an 
individualized stamp or sticker: 

Jesse James: inspired by a 
steam engine's smoke stack (best 
remembered as a bank robber, 
James was also one of the first to 
hold up a moving train; 

Cole Younger: inspired by the 
shape of a stagecoach (Younger, part 
of the James-Younger gang, robbed 
banks, trains, and stagecoaches); 

Belle Starr: inspired by the 
shape of a horse's hoof (Starr 
was convicted of horse theft and 
mysteriously shot in what is still an 
unsolved murder). 

Suggested retail price for each 
model is $15.99. 

Missouri Meerschaum Company, 
Washington, Mo., Tel: (636) 239- 
2109, Email: pipes@corncobpipe. 
com, Web: corncobpipe.com. 
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Our premium pouches now come in a premium clear display unit. 
Better visability of products gets more sales and keeps your customers coming back. 


To order, contact your 
distributor or Sutliff Tobacco. 


orders@sutliff-tobacco.com 
1-800-525-4092 





P Sutliff Tobacco. 
www.sutliff-tobacco.com aMac Baren Company 
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TOBACCO PRODUCTS & 
MANUFACTURER PROMOTIONS 








> Plasencia Cigars Ships Cosecha 146 to the U.S. 


Plasencia Cigars announced that their latest 
release, Cosecha 146, is now shipping to the 
U.S. The company unveiled the blend at the 
2017 IPCPR Trade Show in Las Vegas. 
“Cosecha 146 is our first cigar to be 
introduced from our Cosecha series, which 










was created to commemorate the Plasencia 
family's first-ever tobacco harvest in 1865 
in Cuba,” said Nestor Plasencia, c.e.0. of 
Plasencia Cigars. The cigar is a blend of 
all-Criollo '98 seed tobacco leaves from 
Plasencia's 2011-2012 crop, which is the 
family's 146 harvest. The fillers are from 
Jamastran Valley and Olancho, Honduras 
and Condega, Nicaragua; the binder 
from Esteli, Nicaragua; and the wrapper from Jamastran Valley, delivering a 
medium-bodied, full-flavored cigar with a complex and sweet taste profile, 
according to the manufacturer. The cigar comes in five vitolas: La Musica, (5 
x 50 robusto); La Vega (5 1/4 x 52 robusto gordo); San Luis (5 3/4 x 54 toro); 
San Agustin (6 1/4 x 52 torpedo); and Monte Carlo (6 x 58 gordo). All Cosecha 146 
cigars come in 20-count wooden boxes 

Plasencia Cigars says it is currently in the process of aging other tobaccos as part 
of the Cosecha series, which will continue to be introduced in the coming years. 
Plasencia 1865, Miami, Fla., Tel: (305) 992-8628, Email: carlos@plasencia1865.com, 
Web: plasenciacigars.com. 





> Black Works Studio Rolls out S&R 

Black Works Studio (BLK WKS) has announced the release of S&R, a limited time 
offering hand crafted in Esteli, Nicaragaua at Fabrica Oveja Negra and availalble to 
select retailers. The cigar joins the Killer Bee, Green Hornet, NBK, and Rorschach in 
the BLK WKS portfolio. 

"S&R is an elegant smoke with complex flavors and a rich, refined finish," said 
James Brown, creator of BLK WKS and partner at Fabrica Oveja Negra. “This cigar 
represents a lot of firsts for us. It is the first BLK WKS cigar to use Dominican tobac- 
co, the first to be a softer medium profile, and the first production cigar we have 
made with a Sumatra wrapper. | find the result to be a perfect combination.” 

S&R is available in limited quantities to select BLK WKS retailers starting in 
February 2018. S&R taps a filler blend of Nica- 
raguan and Dominican tobaccos, a Nicaraguan 
Habano binder, and Sumatra wrapper with a pigtail 
cap. Two sizes are offered: Lancero (6 3/4 x 42) and 
Corona Gorda (5 1/2 x 46), both with a $9.50 per- 
stick retail price presented in 20-count boxes. 
Black Label Trading Co., Tel: (512) 410-5093, 
Web: BlackLabelTrading.com; distributed by 
Boutiques Unified, Vineland, N.J., Tel: (856) 692- 
7425, Email: info@BoutiquesUnified.com, 

Web: boutiquesunified.com 











Villiger Cigars Bring 
Cuellar Connecticut 
Kreme Under the 
Villiger Brand Umbrella 


In its continuing efforts to streamline 
branding, Villiger Cigars has added the 
Villiger name to its Cuellar cigar brand. 
Known now as the Villiger Cuellar 
‘Connecticut Kreme, the company looks 
forward to consumers and trade chan- 
nels better identifying the Villiger family 
of products. 

"Villiger Cuellar Connecticut 
Kreme is one of our most popular 
cigar brands,” said Villiger North 
America president Rene Castafeda, 
“Its extremely creamy profile, com- 
bined with just a hint of spiciness, 
has made the brand a hit with con- 
sumers. This small change of adding 
the ‘Villiger’ name on band and 
packaging will help consumers better 
identify it as a Villiger brand.” 

The Villiger Cuellar Connecticut 
Kreme is a mild to medium cigar 
made in the Dominican Republic. 
Creamy and smooth, typical of most 
Connecticut shade cigars, the Villiger 
Cuellar sets itself apart with solid 
construction and more flavor nuances, 
which include notable hints of spici- 
ness throughout the smoking experi- 
ence, according to the manufacturer. 
The authentic Connecticut shade 
wrapper is paired with binder and 
filler tobaccos from the Dominican 
Republic. Four sizes are offered, with 
suggested retail priced ranging from 
$6 to $7 per stick: Robusto (5 x 48), 
Toro Gordo (6 x 54), Churchill 
(7 x 50), and Torpedo (6 1/4 x 52). 
Villiger Cigar North America, 
Charlotte, N.C., Tel: (704) 597-0416, 
Email: info@villigercigars.com, 
Web: villigercigars.com 
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> Altadis U.S.A., Crowned Heads Unveil 
Montecristo Ciudad de Miisica 


In its first collaboration with boutique manufac- 

turer Crowned Heads, Altadis U.S.A. has released 
Montecristo Ciudad de Musica, a “vibrant” and “lux- 
urious” ultra-premium blend whose name translates 
as “the music city” in English. “The challenge for us,” 
says Crowned Heads’ co-founder, Jon Huber, “was in 
taking such an iconic brand as Montecristo and put- 
ting our fingerprints on it all the while respecting the 
tradition and legacy that's existed in the Montecristo brand since 1935." 

The blend was inspired by the lively spirit of Nashville, Tenn., the 
soulfu hometown of the Crowned Heads brand and a longstanding 
source to some of the most prominent musicians to ever perform. 

“Montecristo Ciudad de Musica is a benchmark of two very 
distinct cultures,” adds Altadis U.S.A. vice president of sales, Brad 
Winstead. "This extraordinary premium release profound- 
ly captures the committed expressionism of the Crowned 
Heads brand, while displaying the elegance and delicacy of a 
Montecristo cigar.” 

Described as having a “luxuriant” blend of fillers from the most 
fertile soils of Nicaragua and the Dominican Republic, the features a sea- 
soned Nicaraguan binder and a lush Ecuador Habano wrapper, delivering a medi- 
um-bodied, complex profile presented with attractive oversized bands displaying 
three tokens that call to each brand's logo, as well as giving a nod to the cigar’s 
inspired namesake, packed in boxes of 20, each of which flawlessly incorporates 

the flair and dynamic statement of this buoyant blend. 

Montecristo Ciudad de Musica’s current totally production consists of 100,000 
cigars in four unique vitolas: Robusto (5 5/8 x 46), Sublime (5 x 50), and Corona 
Gorda (6 x 54), which are being distribute to all trade channels, and Piramide (6 
1/8 x 52), which is being exclusively sold only at domestic Casa de Montecristo 
cigar lounge locations. A circulation of 25,000 cigars per size began release in late 
2017, Suggested retail ranges from $11.95 to $16 each, 

Altadis U.S.A., Ft. Lauderdale, Fla., Tel: (954) 772-9000, Web: altadisusa.com. 












> Casa Turrent Debuts Super-premium 1880 Cigar 


Mexico's Turrent family has released the first 
annual production of their most expensive cigar 
to date—Casa Turrent 1880, paying homage to 
the year that Alberto Turrent emigrated from 
Cuba to Mexico's fertile San Andrés Valley with 
a pocketful of Cuban tobacco seeds. The busi- 
ness he founded, Matacapan de Tabacos S.A. de 1880 
C.V., has grown to become Mexico's largest cigar 
maker and grower of tobacco. 

Casa Turrent 1880 has been released in a single 6 1/2 x 54 toro format, and 
consists of a blend of Criollo 98 filler tobaccos from Mexico and Nicaragua with a 
Mexican Criollo 98 binder and a dark, Mexican Negro San Andrés Maduro wrapper. 
All of the Mexican tobaccos in the blend are from the Turrent family farms. The 
cigars have a suggested retail price of $16 per stick, and are packed in 10-count 
black lacquered cedar boxes. 

Casa Turrent, Miami Fla., Tel: (786) 521-3502, Web: casaturrent.com. 





Marzio Hand Rolled 
Kentucky Long Filler 
Cigars from Toscano 


Italy's Manifatture Sigaro Toscano 
has teamed up with Dominican 
Republic cigar maker La Aurora to 
launch a new hand made Italian- 
style cigar called Marzio. The brand, 
labeled as “Italodominicano,” has 
launched in limited U.S. markets 

by Miami Cigar & Company, which 
also distributes a selection of Italian- 
made Toscano brands in the U.S. 








Marzio is a bold, intense cigar 
offered in two different sizes, both 
featuring an extra dark U.S.-grown fire 
cured Kentucky wrapper and dark air 
cured Sumatra binder, but each with 
different filler long filler blends. 

For the Corona Gorda (6 x 
47), roughly equal proportions of 
full-boded U.S. dark cured Kentucky, 
well-balanced Dominican Olor, and 
medium-bodied Nicaraguan viso 
fillers combine for a bold, complex 
aroma and rich, full-bodied flavor. 

The Robusto (5 x 50) features 
equal proportions of Italian fire- 
cured Kentucky and Dominican Olor 
for a rich, more intense profile. 

The cigars are presented in 
red-lacquered wood boxes of 10, 
reatiling at $7.50 per stick. 

Miami Cigar & Company, Miami, 
Fla., Tel: (305) 599-3395, Web: 
miamicigarcompany.com 
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> Bespoke Cigars Traditional Line, 
Crafted by Kelner Boutique 6 
Since 1997, when Jeremy Casdagli of Tallin, Estonia, 
founded Bespoke Cigars to rekindle a family tradition 
reaching back to the early 1800s delivering the fin- 
est tobacco, cotton, and coffee to the market place, 
Casdagli has been carefully developing a portfolio of 
luxurious, elegant, and traditional cigar blends 
First created in Havana, Cuba with master torcedor 


Carlos Valdez Mosquera as a very limited production cigar for prestigious private 
label hospitality accounts in London, production of Bespoke Cigars was moved to 
Hendrik Kelner Jr.'s Kelner Boutique Factory(KBF) in the Dominican Republic upon 
Mosquera’s retirement in 2013. Since then, Mosquera and Kelner have created a 
number of additional blends. 

The first blend co-developed by Kelner and Casdagli was the Bespoke Traditional 
Line, inspired by the lavish life led in Egypt by the Casdagli family in the early 1900s 
at the Villa Casdagli. Casdagli says he sought out “interesting and historical” vitolas 
that would hark back to that golden age of cigar smoking. Delivering a Cubanesque 
spice to the palate, emulating the original Bespoke Cigar as produced in Havana 
almost two decades ago—these full-bodied but mild cigars can be enjoyed by the 
casual smoker and are a perfect introduction to the world of Bespoke Cigars. 

There are five sizes in the Bespoke Traditional line, with subtle differences 
between the blends in nearly each format. All share a filler blend of Dominican, 
| Honduran, and U.S. tobaccos paired with a Dominican binder, starting with the 
Robusto (4 7/8 x 50). Two shapes—Cotton Tail (5 x 52-64 figurado) and Super 
Belicoso (5 5/8 x 60)—have additional Peruvian tobacco in the filler blend for 
added body and flavor, and all three these sizes have Dominican wrappers. The 
Grand Café (7 1/2 x 39), however, features a Brazilian wrapper, while the Grand 
Café Maduro Limited Edition features an Ecuadorian wrapper. Casdagli says 
Bespoke Cigars, Tallinn, Estonia, Email: jeremy@bespokecigar.com, Web: 
bespokecigar.com; distributed by Biggs Mansion, Chicago, Ill., Tel: (312) 809-2444, 
Web: biggsmansion.com. 





> A.J. Fernandez Expands La Gran Lave 
With Connecticut, Habano Blends 


La Gran Llave, crafted by in Esteli, Nicaragua by AJ. Fernandez, 
has been expanded with two additional blends. The original 
blend, which features a Mexico San Andrés wrapper paired 

with Jalapa Nicaragua binder and a blend of Nicaraguan 

fillers from Ometepe, Condega, and Esteli—all from A.J. 
Fernandez farms—is now known as La Gran Llave Reserve 

and remains available in the same five original sizes in dark 
stained cedar boxes. 

La Gran Llave Connecticut substitutes a smooth, Ecuadorian 
wrapper to deliver a well-balanced, creamy, mild- to medium- 
strength smoke. It's available in Robusto (5 1/4 x 52), Toro (6 1/2x 54), Gordo 
(6x 56), and Churchill (7 x 50) sizes in 20-count white-lacquered wood boxes. 

La Gran Llave Habano features a well-aged, rich and oily Habano wrapper 
delivering notes of leather, chocolate and spices. It's offered in Robusto (6 1/4 x 52), 
Toro (6 1/2 x 54), Short Churchill (6 x 48), Gordo (6 x 58), and Belicoso (6 x 56) sizes in 
20-count red-lacquered wood boxes. 

A.J. Fernandez Cigar Company, Hialeah, Fla., Tel: (786) 800-5329, Web: ajfcigars.com. 












Davidoff Celebrates 
Chinese Year of the 
Dog with Exclusive 
Limited Edition Cigar 
To mark the Chinese Year of the 

Dog and delight Chinese aficionados 
around the globe, Davidoff Cigars has 
introduced the highly exclusive Year 
of the Dog 2018 Limited Edition. 

"With its exceptional Gran Churchill 
cigar and stunning accompanying 
accessories, the Davidoff Year of the 
Dog Limited Edition 2018 is the perfect 
gift for anyone who wants to celebrate 
the Chinese New Year," said Charles 
‘Awad, senior vice president — chief 
marketing officer at Oettinger Davidoff 
AG, adding, “Highly anticipated by 
collectors and aficionados across the 
globe, this limited edition will delight 
the fortunate few who will manage to 
acquire it.” Only 9,000 Year of the Dog 
cigar boxes are available worldwide, 
each containing 10 
cigars, and bear- 
ing a suggested 
retail price of $39 
per cigar. 

Inspired by 
the Year of the 
Snake blend, the 
Davidoff Year of Dog 
cigar, with its impres- 
sive 7" x 50 ring gauge 
Gran Churchill format, charms 
with a creamy, sweet and spicy aroma 
and light, peppery, wooden and 
nutty flavors, and additional notes of 
caramel delivered by its filler blend 
of Dominican San Vicente Ligero, 
Piloto Visus, and Piloto Seco leaf and 
Esteli, Nicaragua Seco; a Dominican 
San Vicente Seco binder; and a 
chocolate brown Ecuadorian Habano 
claro wrapper. 

To accompany this exclusive cigar, 
Davidoff has also released a limited 
edition of exclusive accessories cele- 
brating the Year of the Dog including 
a travel humidor and double blade 
punch Cutter. 

Davidoff of Geneva USA, 
Pinellas Park, Fla., Tel: (727) 828-5400, 
Web: davidoff.com. 
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> Havana Legend, Blend Masters Cask Now Shipping 


Gurkha Cigars began shipping its relaunched Havana Legend and the Blend Masters 
Cask to stores at year's end, two popular predicate brands revived by the company. 
The Havana Legend was an original bend that Hansotia had in 1999 under the 
Gurkha Legend series. The company has brought back the medium- to-full smoke 
with a rare vintage Habano wrapper, boasting a peppery and nutty flavor. It is avail- 
able in four sizes packed in 20-count boxes: Robusto Corto (4 1/2 x 48), $5 each at 
retail; Robusto (5 x 54) $5.50/ each; Toro (6 x 50), $6 each; and XO (6 x 60), $9 each. 
Blendmaster’s Cask is a mild and creamy smoke with a hint of spice featuring 
a Dominican and Nicaraguan filler blend, a Nicaraguan binder, and an Ecuadorian 
binder. There are five sizes in the relaunched series: XO (6 x 60), $13 each at retail, and 
Ambassador (7 x 55), $12 each, both packed in 20-count boxes, while five packs are the 
format for Solara (5 x 52 tubos), $64 per pack; Churchill (7 x 55 tubos), $70 per pack; 
and Toro (6 x 52 tubos), $60 per pack. 
Gurkha Cigar Group, Inc., Tamarac, Fla., Tel: (305) 593-2254, Email: 
info@gurkhacigars.com, Web: gurkhacigars.com. 





P Highclere Castle Cigar Company's 
Historic Highclere Cigar 


Globally recognized as the iconic face of the award-win- 

ning television drama Downton Abbey, Highclere Castle 
is now producing a cigar reminiscent of those enjoyed at 
Highclere Castle during the 19th and early 20th centuries 

Highclere Castle Cigar Company partnered with 
Nicholas Melillo—founder of Foundation Cigar Company 
and the former master blender of Drew Estate—to create and hand-craft its first-ev- 
er line of cigars in Esteli, Nicaragua 

“Nick is arguably one of the most well-respected cigar blenders in the indus- 
try,” said Highclere Cigar co-founder and c.e.0., Adam von Gootkin. “Partnering 
with him to craft this masterpiece cigar speaks to his obsession with quality while 
embracing the rich history of enjoying cigars at Highclere Castle. His access to rare 
tobaccos and high-quality, by hand, production capabilities has led to what will 
certainly be a very special, well-respected cigar.” 

George Carnarvon, the current 8th Earl Carnarvon, owner of Highclere Castle 
and farmer of the 5,000 acre estate, is an active partner in the endeavor. 

Highclere’s rich cigar history goes back to 1862, when cigars were first intro- 
duced to England. The tradition at Highclere Castle has always been to retire to 
the library after dinner for a cigar and whiskey. Recently, Highclere Castle's archivist 
discovered letters and personal account records of the Carnarvon’s cigar purchases 
in the early 1900s from dealers in London as well as the Ritz Hotel. Melillo subse- 
quently crafted a cigar that reflects that historic flavor profile and smoking style. 

The Highclere Castle Cigar is crafted from both Criollo and Corojo fillers sourced 
from the volcanic soils of Jalapa and the island of Ometepe as well as an exclusive 
hybrid seed leaf the company has named Nicadén. The binder is a dark Brazilian 
Mata Fina leaf, and the wrapper an authentic U.S.-grown Connecticut Shade wrap- 
per. The resulting smoke is “exceptionally creamy and elegant, with notes of pepper, 
citrus, leather and fireplace,” says Melillo. Five sizes are available: Churchill (7 x 48), 
Toro (6 x 52), Petit Corona (5 x 42), Robusto (5 x 50), and Corona (5 1/2 x 46). The 
cigars are presented in 20-count boxes, and retail between $12 and $16 each. 
Highclere Castle Cigar Company, LLC, Bristol, Conn., Web: highclerecastlecigar. 
com; distributed by Foundation Cigar Company, Windsor, Conn., Tel: (203) 883-1799, 
Email: info@foundationcigarcompany.com, Web: foundationcigarcompany.com. 












Altadis Expands Dist. 
of Romeo San Andrés 
by Romeo y Julieta 


Altadis U.S.A. and Nicaraguan-based 
cigar maker A.J. Fernandez have 
teamed up again with the introduc- 
tion of Romeo San Andrés by Romeo 
y Julieta, expanding the portfolio of 
one of the most recognizable cigar 
brands in the world. 

This elegant cigar, crafted in Esteli, 
Nicaragua, offers a contemporary take 
on the rich and robust profiles of the 
Romeo by Romeo y Julieta collection. 
In creating the blend, cigar master 
AJ Fernandez, in collaboration with 
Rafael Nodal, founder of Aging Room 
Small Batch Cigars and current head 
of product capability for Tabacalera 
USA, selected the finest San Andrés 
wrappers available, meticulously aged 
to create the signature hallmark of 
this blend, paired with a Nicaraguan 
binder and robust filler blend of 
Nicaraguan and Dominican tobaccos. 
The intricate complexity of these 
tobaccos deliver one of the most 
sophisticated and flavorful Romeo y 
Julieta selections ever presented and 
an ultra-premium, top-shelf offering. 

Priced between $9.35 and $9.85 
per cigar, Romeo San Andrés by 
Romeo y Julieta is presented in boxes 
of 20, and available in a choice of 
four sizes: Robusto (5 x 50), Toro (6 x 
546), Piramides (6 1/8 x 52), and Short 
Magnum (5 1/2 x 60). Full distribu- 
tion to all national trade channels is 
expected to begin in March 2018. 
Altadis U.S.A., Ft. Lauderdale, Fla., Tel: 
(954) 772-9000, Web: altadisusa.com, 
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ROLLING PAPERS mRol4you 


PRODUCER SINCE 1910 








Roll4You, s.ro. is a leading private label rolling paper from regular to slow burning cigarette paper grades, made 
supplier to the global market. The company combines 150 from a choice of fibres - wood, textile, mixed cigarette paper - 
years of cigarette paper making with the latest production in various weights, ranging from 12 g/m? up to 23 g/m? All in 
processes, top technology, and co-operation with all, over 30 paper grades are at your disposal to choose from 
international tobacco companies And a rolling paper is not complete without an excellent gum - 


Acacia or other Natural gums. 
The company's factory in the Czech Republic is situated in the 
beautiful foothills of the Jeseniky Mountains in North Moravia. _Finally, your brand in rolling papers can be produced 
This mill with three paper machines was founded in 1861. The —_ ina complete line of sizes, such as 
mill is fully upgraded and continually invests in the latest RED 
facilities to improve its expertise. Environmental compliance + Shorts 
is of prime importance and quality systems are certified with : 





1SO 9001 and ISO 14001. Additionally, the raw materials + Sh 
responsibly sourced and certified by PEFC and ms 
FSC — Chain of Custody. . 
Roll4You has been a rolling paper specialist since 1910. + Rolls 





producing customized products. Customers can choose 


You can find more information at www.roll4you.com 
tly roll4you@delfortgroup.com 
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>Boveda Introduces 

Bluetooth Smart Sensor 

The Boveda Smart Sensor ($39.99 retail) lets cigar enthusi- 
asts monitor temperature and humidity conditions inside 

their humidor with +1.5%RH accuracy by syncing the sensor 

via Bluetooth to an Android or Apple 

smartphone using the Boveda app. To 

remotely monitor humidor conditions 
from anywhere, a second compatible 
tablet or smartphone can be used to 
extend the sensor's 100-foot reach 


SMART SENSOR 


Users can set custom tem- 
perature and humidity 
ranges and receive alerts 
if readings veer outside 
of the preferred settings, 
detecting damaging con- 
ditions that could affect 
cigar collections through 
real-time data collection 
To ensure accurate readings, the Boveda Smart Sensor 
must be calibrated before use with the included Boveda 
One-Step Calibration Kit, a 2-point calibration system 
The Boveda Smart Sensor Starter Kit ($49.99 suggested 
retail) includes a Boveda Smart Sensor, Boveda One-Step 
Calibration Kit, and a 4-pack of 60-gram Boveda 2-way 
humidity packs in a choice of four humidity levels 
Boveda, Inc., Minnetonka, Minn., Tel: (952) 745-2900, 
Email: retailers@bovedainc.com, Web: bovedainc.com 





>Elie Blue 
“Square Cut” 
Cigar Cutters 
The exclusive Elie Bleu 
signature square double 
blade system brings a 
unique distinction to 
the company's EBC-1 
Square Cut Cigar Cutters. 
Featuring a stainless 
steel body with comfort-fit finger handles and tempered 
Japanese surgical stainless steel blades, these double guil- 
lotine cutters feature uniquely shaped “notched” cutting 
blades that form the iconic Elie Bleu “square” symbol when 
fully opened, Six different finishes are offered—Polished/ 
Brushed Goldtone, Polished Rosegold/Brushed Black 

lon Plated (IP); Polished Goldtone/Silvertone/Brushed; 
Polished/Brushed Silvertone; Polished/ Brushed Black IP; 
and Polished Silvertone/Brushed Black IP. 

Reyns International, Warwick, Rl, Tel: (401) 921-5216, 
Email: support@reynsint.com, Web: eliebleu-usa.com: 











>Wind- and Odor-Resistant Ash-Stay 
Available from Cigar Oasis 

Cigar Oasis has begun distributing Ash-Stay, a unique, 
patented, wind- and odor-resistant cigar ashtray that seals 
to lock in ashes and stale odors after use. Great for RVs, 
boats, and general outdoor and indoor use, it is designed 
to retain ashes beneath its domed lid, no matter where 

the wind blows. Made from high quality melamine, it’s 
dishwasher safe for easy maintenance and accommodates 
any size cigar, up to three at the same time. The Ash-Stay 
makes a great gift for any 

cigar enthusiast a 
Cigar Oasis, Inc., 
Farmingdale, N.Y. 
Tel: (516) 520-5258, 
Email: sales@ciga- 
roasis.com, Web f 
cigaroasis.com. 








>Colibri Explorer Travel Case Debuts 


Colibri Group has debuted the first-of-its-kind Colibri 
Explorer premium leather travel case/humidor featuring an 
innovative protective tight-seal zipper. The case is designed 
to carry up to a dozen Churchill-size (7” x 54) cigars, six in 
each of two pockets, which are built from a fabric mesh 

to allow 

air and 
moisture 
flow within 
the case. 
The leather 
case is 
sturdy and 
re-enforced 
to keep 

its shape and keep the cigars safe, while the tight-seal 
zipper forms a protective barrier between the cigars and 
the environment by restricting airflow in and out of the case 
and minimizing fluctuations in humidity. Integrated into the 
front exterior of the Explorer is a pocket with an internal 
divider for conveniently carrying a lighter and a cigar cutter. 
Suggested retail is $250. 

Colibri, New York, N.Y., Tel: (212) 308-2441, 

Email: jmiudo@colibri.com, Web: colibri.com 
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>Fuego Robusto Lighter, 
Rechargeable Electric Cigar Lighter 
The Fuego Robusto Lighter is a butane- 
free, flame-less, fully-electric lighter that 
ignites the entire surface area of the foot 

of full-sized cigars consistently, evenly, and 
effortlessly, according to the manufacturer. 
Technologically advanced features allow for 
rapid heat up of the patent-pending circular 
bumer plate. By quickly reaching the perfect 
temperature, Fuego gives users the ability 
to light up to a 62 ring gauge cigar under 
almost any conditions and are fully wind- 
proof. Unlike conventional lighters, Fuego 
lighters are USB-rechargeable, battery-pow- 
ered units that don’t emit hydrocarbons that 
can ruin the taste experience of fine cigars 
with excess gas. Suggested retail, $89.99. 
Replacement burner plates are sold in two- 
packs, $39.95 retail 

Fuego Lighters, Davie, Fla., Toll-free: (844) 
454-4483, Web: fuegolighters.com; distributed by 
Alpha Cigar Co., Doral, Fla., Tel: (408) 334-6064, 
Email: info@alphacigar.com, Web: alphacigar.com. 











>Xikar’s new Deeper VX2 V-Cutter 


Xikar, Inc. has introduced the VX2, the latest metal v-cutter 

in the company’s cigar cutter range. This new model has 
been designed to provide a deeper, precision-engineered 
wedge notch than the company’s existing VX v-cutter, thanks 
to an inverted blade that slices at a 90° cut angle. VX2 was 
specifically engineered to cut deeper into large ring gauge 
cigars, providing the enhanced draw that v-cut fans seek, while 
also being able to maintain the structural integrity of smaller 
ring gauge cigar caps and prevent cigars from unraveling, 
\VX2 offers ergonomic, one-handed operation utilizing the 
company's all-new Secure-Lock system, which requires 
simultaneous pressure to both side release buttons to ensure 
the spring loaded cutter 
remains secure when not 
in use. The cutter can be 
flipped over when not in 
use, and the contoured 
body used as a convenient 
cigar rest. Four finishes 
are offered—black, red, 
gunmetal, silver—each 
offered at a suggested 
retail price of $49.99 each 
Xikar, Inc., Kansas City, 
Mo., Tel: (816) 474-7555, 
Web: xikar.com. 
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FOR SALES AND PRODUCT INFORMATION PLEASE CONTACT: 
Phone: 1 (406) 925-1416 + Email: bryanmussard406@gmail.com 
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Sublimes Cigars 


877.778.0045 





